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' Take Your Pencil and 
Figure It Out Yourself. 


LL advertising rates are based on so much per line, per one 
thousand copies The Woman’s Farm Journal, 
St. Louis, guarantees you * over” 600,000 copies—full 
count—(write it in your contract)—and the rate—the gross rate— 
is $2.00 per agate line. THINK OF IT, $2.00 per agate line 
for ** over” 600,000 copies full count—it figures about FOUR 
CENTS PER INCH PER THOUSAND COPIES. 
There’s no rate, anywhere, like it. You can’t buy even claimed 
circulation anywhere near as low in any monthly publication in the 
field. NOW ONE MORE THINK—our press run for the 
past six months has averaged 


652,000 copies. 


Think of that, for $2.00 a line. 

Farmers and their families have more money to spend right now 
than ever before. The 1904 farm products reached the enormous, 
almost unthinkable value of 


Five Billions of Dollars, 


the most prosperous year for the farmers ever known. Their crops 
are harvested—they have the money for them—are able to buy—will 
buy—if you will invite them to buy, tell them what you have to sell— 
where to get it, and the price. The Woman’s Farm Journal is fif- 
teen years old and has a larger PROVEN CIRCULATION than 
any other farm or agricultural paper even claims. 


You can get in March issue if you send your order in now. 











Inclement weather keeps the farmer and his family indoors— 
they must read—will read your ad. Instruct your agent to send 
order—NOW—to Advertising Department, 


The Woman’s Farm Journal 


Largest FARM Circulation in the World. 


CHICAGO: . NEW YORK: 
| Hartford Building. St. Louis, Mo. Fiat iron Bulldog i 
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7.8 OF AN INCH. 


In the ’varsity boat race between Harvard and Yale, 
1902, the New Haven crew won the four-mile pull by a full 
boat’s length. 

One of the crew that was “licked,” with a mind mathe- 
matically inclined, figured out just how Yale had beaten his 
owncrew. Tohis surprise he found that it had been a battle of 
fractions, Yale had pulled away from Harvard only % of an 
inch for every boat’s length rowed—but that meant the differ- 
ence between defeat and victory. 

Success, and lack of it, are often separated by mere frac- 
tions. Experience and training are powerful factors in order 
winning. The planning, writing and placing of the advertising 
is not all an agent ought to do. 

If you really want to gain that 7% of an inch with every 
boat’s length you should select an agent who has had practical 
business experience—successful experience in business, him- 
self—and he ought to be asalesman, too. He ought to be able 
to do more than sit in an office and write ads. He himself 
ought to have been through what he asks his client to go 
through. He should watch the advertising as it progresses 
from the advertisers’ side of the fence. 

He should be able to say, “I know—I have spent money 
in a similar way myself.” 

The advertising service offered should comprehend “team 
work” with the Sales Manager, Salesmen and Correspondence 
Clerks. 

The agent should be in harmony and in sympathy with 
the head of the house—he should understand through per- 
sonal experience what it means to pay out the cash and know 
how to get it back at a minimum cost for the getting. 

That is what an advertising expert should be. 

How many of this kind are there? 


CONVERSE D. MARSH, 
Chairman Executive Committee, 


BATES ADVERTISING COMPANY, 
182 WILLIAM STREET, NEw YorK. 


P. S.—Medical advertising barred. 


Ries cee 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 
SIXTH PAPER. 





There was one experience, in 
connection with my service with 
the Post, that has always im- 
pressed me as almost wonderful, 
and I mention it here believing it 
may encourage some young man 
to attempt to overcome a bad habit 
before it is too late. The out- 
come in my case is not as en- 
couraging as I could wish, but 
there certainly was some progress 
made; perhaps a stronger will 
would have achieved a permanent 
success. The case was this: from 
my boyhood I had been afflicted 
with a bad memory for names. I 
even forgot the names of boys who 
had been schoolmates. On one oc- 
casion, during my experiences in 
Boston in 1856, a young man from 
my own New Hampshire town had 
a job driving a market wagon, and 
occasionally stopped at the store 
where I was employed, and once 
came in to spend a Sunday with 
me, and brought a watermelon for 
our personal delectation. Late in 
the afternoon of that Sunday I 
had to ask this friend to tell me his 
name. This weakness seemed so 
serious a fault that I thought very 
likely it might lead to my losing 
the good place I had fallen into, 
and I resolved to overcome the de- 
ficiency if I possibly could. So 
effective was that resolve that dur- 
ing the entire seven years of my 
employment, there arose no case 
where I had difficulty about re- 
membering a name; and there is 
no name that became known to me 
during that seven years that I can- 
not now recall without effort, after 
a lapse of more than forty years, 
and yet (and this is the discourag- 
ing part of the story) no sooner 
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had I left the employment wherein 
that resolve had been made, and 
commenced a business of my own, 
than the old infirmity reasserted it- 
self, and has continued to this day, 
to such an extent that I confidently 
expect, some day, to have to walk 
around a block to look at my sign- 
board to ascertain what my own 
name is. 

Pursuing my duties as collector, 
I conceived it to be important to 
keep appointments with care. Ifa 
man said “Call next. Thursday and 
I will pay you,” I was certain to be 
in evidence when Thursday came, 
and I noted, after long experience, 
that while young and hopeful I be- 
lieved that every man intended to 
do with me exactlv as he promised, 
the fact that I did so believe, had 
influence in inducing him to sus- 
tain the good opinion he could see 
he had impressel me with. After- 
wards, when, from frequent dis- 
appointments, my faith in a 
promise had become somewhat 
dimmed, the efficacy of that 
promise became lessened to a de- 
gree that was quite perceptible. I 
made most painstaking efforts on 
certain quarter days, first of Jan- 
uary, April, October, etc., to col- 
lect as many as one hundred dif- 
ferent bills in one day, but on no 
occasion was I ever able to ac- 
complish so much, although I now 
and then came near to it. My 
work afforded a good opportunity 
to study and learn human nature. 
The man who was short of money 
when I called was likely always 
to be short of money. The man 
who failed to keep his promise to 
pay on a certain day generally fail- 
ed to keep his promise. The man 
who paid the bill on presentation 
did the same next time and every 
time. This other man would have 
the bill left, that he might examine 
it, and would pay the next time I 
called; but when I called again 





would have forgotten to look into 
the case, but, on account of his 
promise, would on the second oc- 
casion assume the accuracy of the 
account and pay it. With the next 
bill it would be the same story over 
again. In time I came to have the 
opinion that I could tell in advance 
what every bookkeeper, cashier or 
principal would say to me when I 
presented a bill and, in nearly 
every case, I would be right. 

Many persons came to know me 
by my occupation instead of by my 
name, and, for years after that 
occupation had come to an end, I 
would meet a familiar face here or 
there and be greeted with a “How 
are you, Post?” If people might 
be depended on to say the same 
thing on the recurrence of the 
same sort of an occasion, so too 
it was noted that the prosperous 
establishment, as a rule, remained 
prosperous and grew more so, while 
those of a different character be- 
came more and more down at the 
heel as years progressed. One 
man on Commercial street, named 
Bradshaw, was a dealer in flour, 
and on the stove in his office there 
would generally be little gobs or 
balls of dough, and I rarely ever 
saw him, either in his office or 
near by on the street. that he did 
not have a patch of flour, about 
the size of a wafer, on the end of 
his nose. Whenever I come across 
the name of Bradshaw the picture 
of that flour merchant arises before 
me, and always with the spot of 
flour on the end of his nose. 

At the office of the Boston Her- 
ald my monthly visits made me 
acquainted with the cashier, a 
young man in the early twenties, 
bright of eye, civil and engaging 
of manner, of slight build, not 
above medium height, and having 
the general appearance of a good 
clerk who had plenty to do and 
was not growing wealthy from the 
compensation paid him. His name 
was R. M. Pulsifer: and a little 
later it became well known in 
newspaper circles. It has been 
stated that under the ownership 
and control of Edwin C. Bailey the 
Herald had entered upon a period 
of prosperity. Bailey was a man 
of superior intelligence; large, 
florid, not handsome, brusque, not 
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over generous, not over popular, 
in general considered a supremely 
selfish man. He had trained sev- 
eral young men to manage the va- 
rious departments of the paper, and 
they had learned to perform their 
tasks creditably. The paper seem- 
ed to have prospects of better 
days ahead. Mr. Bailey wished to 
go to Europe and enjoy a vacation. 
It had occurred to him that it 
would be a good thing to bind his 
young managers more closely to 
the paper by making it possible for 
each to acquire an interest in the 
property. The negotiations re- 
sulted in the sale of the paper out- 
right, at an impossible price, to 
five young men, employees, no one 
of whom had ever possessed a 
thousand dollars in his life, each 
to be responsible for the others. 
And so it came about that the 
Herald changed hands. The new 
firm of R. M. Pulsifer & Co. were 
the owners, and Bailey went abroad 
with the comfortable feeling that 
the interest on the great indebted- 
ness would be quite as much as the 
paper could be made to produce. 
He could count on the boys doing 
their level best to carry the great 
burden, and, by and by would re- 
turn, take back the property, and 
let the boys off. I am telling not 
what I know but the view of the 
mattc; that, at the time, commonly 
prevailed. 

Well, Bailey went away, the 
new firm continued the business 
on the plans which Bailey had in- 
augurated; the affairs of the Her- 
ald had reached a stage where 
prosperity was assured; the Civil 
War came on, all newspapers 
made money, and the Herald more 
than any other in Boston; the ob- 
ligations to Bailey were met out 
of the earnings of the paper and 
Bailey never had a ghost of a 
chance of owning it again. He 
retired to New Hampshire, where 
he exhibited some political ambi- 
tion, but finally died while in the 
prime of life, a disappointed and 
discontented man. Pulsifer, on 
the other hand—gentle, lovable, 
rather competent than otherwise, 
stood at the head of the most im- 
portant daily in Boston—was pos- 
sessed of an income beyond the 
wildest dreams of a few years be- 
(Continued on page 6.) 
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THE EVENING STAR IS THE 


“HOME” NEWSPAPER 
OF WASHINGTON, D. C. 


No old Washingtonian is ever without it, and new 
comers soon learn to look for The Star at their homes each 
evening. The growth of The Star’s circulation might 
almost be said to indicate the growth of the city. Actual 
canvass has shown it to be delivered into 92 per cent of the 
white homes in the city—a circulation larger by far than 
that of any other paper published in this city—and notably 
the best in quality from an advertising standpoint. 

Quality and quantity of circulation are well attested 
by the advertising records of The Star. In its six issues 
per week The Star printed 1,972.79 columns more advertising 
than one of its contemporaries with seven issues, and 
9,589.55 columns than the other, also with seven issues. 


The comparative statement below tells a con- 
clusive story in figures: 


Total Paid Dai 
ws Average. 


EVENING STAR 23,470.18 74.74 
MORNING POST 13,703.12 43.60 
WASHINGTON TIMES 10,267.12 32.69 


DAILY 





EVENING STAR 
MORNING POST 
WASHINGTON TIMES 


EVENING STAR (without Sunday). . .23,470.18 
MORNING POST (including Sunday). .21,497.39 
WASHINGTON TIMES (inc. Sunday)..13,880.638 


| 
| 
| 


AGGREGATE 





THE EVENING STAR, Washington, D.C. 


DAN A. CARROLL, 
Foreign Representative. 


New York Office : Chicago Office: 
Tribune Building. Tribune Building, 
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His influence was immense, 
his credit good for anything he 
might wish, his name was sought 
here and there as director, man- 
ager, patron of this and that, and 
in time he found himself involved 


beyond his depth. Chagrined at 
what appeared to have been bad 
management or bad judgment; that 
his brilliant prospects had led to 
defeat and failure, he one day, in 
a despondent moment, took his life 
and was thought to have died a 
bankrupt. It turned out, however, 
when cooler heads assumed charge 
of his affairs, that they straighten- 
ed themselves out amazingly, and 
in the end, every creditor received 
a hundred cents on the dollar, and 
a competence was in reserve for 
Pulsifer’s family. Had it not been 
for his love of approbation, and 
desire to be of use to every one 
who sought his aid or influence; in 
other words, if he could have at- 
tended to the paper and let out- 
side things alone, he might be alive 
to-day, a millionaire, the leading 
newspaper man of New England, 
and still have to his credit several 
of the allotted three score years 
and ten. As it is (as it was to be), 
however, poor Pulsifer has long 
rested peacefully in his grave; but 
none who remember him ever say 
a word to his discredit, or think 
of him as other than generous and 
lovable to a degree that is all 
too rare. 

At the corner of Court street 
and Court Square, in a basement, 
there was in those days a roomy 
restaurant, rather dark, where one 
could get a better beefsteak than 
could be had elsewhere, and where 
everything on the bill of fare was 
good. It was a man’s restaurant. 
The only entrance was through a 
saloon, passing the bar to reach the 
stairway leading down. On a cor- 
ner in Cc.nhill Court, not far 
away, reached by two narrow lanes 
from Washington street and an- 
other from Court Square, was an- 
other place, perhaps equally ex- 
cellent in its way, although I am 
not certain that its line extended 
beyond wines, liquors, cigars and 
the things that go with them. This 
place was known to everybody as 
George Young’s, the other as 
Parker’s or Harvey D. Parker’s. 
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Later Mr. Parker built the Parker 
House in School street, which be- 
came a better hotel than Boston 
had ever had before; and at a much 
later period two stewards at Park- 
er’s, Hall and Whipple by name, 
secured the construction of a hotel 
in Cornhill Court, on the site of 
George Young’s, and called the 
house Young’s Hotel. It was an 
immediate success. At first the 
house entertained only men, but in 
time it spread over the whole space, 
and now the site of the original of 
both Young’s and Parker’s is cov- 
ered by a great hostelry known as 
“Young’s,’ and ladies, as well as 
men, are welcome guests. 

Nothing succeeds like success. 
Messrs. Whipple and Hall revived 
the old Adams House on Wash- 
ington street and of this Mr. Hall 
afterwards took personal charge, 
relinquishing his interest in 
Young’s, and at a later day Mr. 
Whipple acquired the Parker 
House in School street, where he 
and Hall had been trained, and 
this he retains; and has also ac- 
quired the Touraine, corner of 
Tremont and_ Boylston streets, 
which the writer, after a pretty 
wide experience, has at times felt 
like pronouncing, taking it all in 
all, the most complete and perfect 
hotel to be found to-day (1905) 


on the surface of the globe. 
~> 
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SUBWAY NOTES. 
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CREATION ¥s. CONSUMMATION 


Some agencies will tell you that “The Plan’s the 
Thing.” The agency able to formulate a Plan is 
undoubtedly several notches above the one that isn't. 

But a Plan (X) may be most imposing and yet 
fall several thousand miles short of the answer you 


want 
X-§ 


Anything wrong with the Plan? Maybe not. 
The agency will never admit it. The fault lies with 
“special conditions.” 


The point is we know those conditions. 














Not conditions in general or conditions in theory, 
or conditions as they were last year. But conditions 
at 4:30 to-day. Your conditions, as they vitally 
affect your business. 








We have bought this knowledge at its only price 
—vigilance, eternal, internal, external ; vigilance that 
never relaxes. We know how to apply it. 

That’s Starke’s idea of service. Is it yours? 
Let’s meet and talk it over. 





For the Plan and the Knowledge to Put it 
Through, or Change it as Conditions Change— 


See STARKE 


THE PAUL E. DERRICK ADVERTISING AGENCY 


New York Paris London Cape Town Sydney Buenos Aires 
SIE SES RE SK 
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THE EVENING PAPERS OF 
NEW YORK CITY. 


The following articles were prepared for the 
Kansas City Star at the request of Mr. Nelson, 
but the editor of that paper thought them too 
interesting to newspaper men to prove of value 
to the general public. Melville Stone, of the 
Associated Press, suggested that they be sent 
as they are to Printers’ INK. 

They are of interest to advertising men in a 
way, and, although they contain inaccuracies, 
are doubtless more readable as aes stand than 
they would be after being emasculated in the 
interest of strict veracity. 


ITI. 


The evening papers of New 
York are chiefly distinguished by 
the fact that for the most part they 
are printed all day. This is par- 
ticularly true of those which are 
nominally vespertine editions of 
the morning papers, as the Even- 
ing World, Evening Journal, Even- 
ing Sun and the Telegram, which 
is tender to the Herald. But there 
are also the Evening Post, the 
Evening Mail, the Globe and the 
Evening News which if not ex- 
clusively evening papers are not 
distinctively morning issues as 
well, and which retain much of the 
character their descriptive titles in- 
dicate. 

In the East in recent times the 
evening newspaper has become de- 
cidedly more important and Of in- 
creased weight. We have scarcely 
a morning paper in the country 
which, in these respects, approaches 
the Boston Transcript and the 
Washington Star; and the Chicago 
News can be rated with them, into 
which class enters also the Phila- 
delphia Bulletin, the Brooklyn 
Eagle, the Baltimore News, the 
Indianapolis News, the: Detroit 
News and the New York Even- 
ing Post. The evening news- 
papers for the most part, however, 
appeal for street sales, and a local 
accident at 10.30 or 11 o’clock in 
the morning is their joy. Un- 
fortunately the accidents of life are 
not stated events and happen as 
they will, and to take advantage 
of them the evening paper must 
catch the public interest as the 
event awakens it. 

In this spirit the Evening World, 
Journal and Telegram are always 
alert, and the early business man 
on his way down town frequently 
meets what purports to be their 





third and even fifth editions extra, 
special, but not unexpected at the 
unseasonable hour of eight a. m. 

The Evening Journal and World 
work nearly a double staff. Their 
editorial and woman’s pages stand 
for all the editions but the first re- 
lief go to work about the time the 
country editions of the morning 
paper go to press. In the over set 
of the morning paper there is al- 
ways the substance of a good even- 
ing paper ready. All that is neces- 
sary to do is to run one of the 
two leading stories down to time 
and if the event has not . itself 
moved put a few lines of fiction in 
the first paragraph, throw up a 
head, change the statement where 
it reads “last night” for the morn- 
ing paper to “this morning” or 
“this forenoon” for the new edi- 
tion and the work for the first edi- 
tion is done. The street sales of 
these papers do not of course justi- 
fy them, but Mr. Pulitzer for his 
evening sheet devised a successful 
circulation in the country by send- 
ing the paper out to meet the sub- 
urban shoppers on their way to the 
city. The plan was adopted by Mr. 
Hearst for the Journal with even 
greater success, and the department 
stores were quick to accept it, so 
that the evening circulation of 
these papers in the forenoon is 
really larger and wider than their 
circulation at night. 

Neither the World nor the Jour- 
nal keep much trace of their edi- 
tions, at least none that this read- 
er can discover. They are at 
seventh and eighth editions by 
noon and sometimes the count 
seems to have been dropped. Then 
come the Wall Street, the Racing, 
the Base Ball, editions and so on 
in a ceaseless flood. It has been 
observed that a community can 
take on the evening newspaper 
habit. Certainly New Yorkers 
seem to have done so and thou- 
sands of people buy one nearly 
every hour; they do not read them 
except to glance at their headlines. 
Those interested in the stock mar- 
ket use them to gain the informa- 
tion they would otherwise seek 
from the tape, the betting men take 
off the last odds from the “dope 
sheets” about the races, and in the 
vast population something occurs 

(Continued on page 10.) 
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Illustrated Phrase—*In Philadelphia nearly everybody reads The Bulletin.” 
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almost every hour to carry a flare 
head and to minister to the native 
love for the awful and sensation- 
al. If it doesn’t occur it doesn’t 
signify, it gets the flare head and 
the game of excitement goes on. 

The Evening Telegram is a pink 
paper and is edited in the spirit of 
a pink tea. About four years ago 
Mr. Bennett announced its early 
suspension in a cabled editorial to 
the Herald but listened to a pro- 
posal of one of its advertising so- 
licitors, F. J. Gibson, to make a 
trial of an exchange column for 
articles small and great. It proved 
to be a splendid business success 
and the paper now runs four to five 
pages of this most profitable form 
of advertising, and by this interest- 
ing feature its circulation has gone 
up by leaps and bounds. 

It may be a surprise to laymen 
to know that the advertising a 
daily paper may present is by no 
means the least important factor in 
its circulation. Most of the women 
who buy the paper in a large com- 
munity do so to gain early knowl- 
edge of bargain sales. The fact 
was brought home to the newspa- 
pers of Philadelphia at a time I 
occupied an editorial office in one 
of them, when all of us nearly fell 
out with John Wanamaker about 
his aspirations for the United 
States Senate. Our own experi- 
ence was the common fate of those 
who quarrelled with the great mer- 
chant. Mr. Wanamaker came in 
to see Col. McClure and after the 
Colonel had told him why in his 
opinion he could not be the Sena- 
tor from Pennsylvania, Mr. Wana- 
maker said, “I have paid you $450 
a day, six days in the week for 
nearly 20 years. Maybe you think 
I am going out of business in Phil- 
adelphia.” “Well John,” said Mc- 
Clure, “whether you are or not the 
Times isn’t,” and the next day 
Wanamaker’s page was out. It was 
also out of the Press, Ledger and 
Record, and in three months our 
circulation fell off over 25,000 and 
was traced, without any difficulty, 
to the absence of this advertise- 
ment, so interesting to the women 
of the community. The other pa- 
pers lost in the same way, and 
when Mr. Wanamaker a year or so 
later took up the fight against 


Quay none of us could be quick 
enough to report his speeches in 
full nor too eager to describe the 
enthusiasm his meetings awakened 
in the State. He gave us all the 
advertisement again on a contract 
which he drew himself and there 
was a feast of happiness among the 
publishers. But it was too late for 
the Times, it had received its 
death blow and did go out of busi- 
ness. Mr. Wanamaker’s. with- 
drawal cut the Times’ revenue 
$135,000 a year. It is only fair to 
say that Mr. Wanamaker did not 
come out unscathed. His business, 
without the stimulation of the daily 
press, suffered a serious depression 
and fell away nearly fifty per cent. 
So it was an expensive strike on 
both sides. 

The New York Evening Tele- 
gram furnishes another illustra- 
tion of these conditions. It is an 
exchange by which a man with a 
wheezy flute can trade it off for a 
season ticket to a baseball game, 
or a woman can exchange a brass 
bedstead for a corset cover, and it 
ministers to the Yankee love of 
barter. Outside of this feature the 
Telegram is not important but it 
circulates about 150,000 and is ac- 
curate and full in its reports of 
sporting events. Hamilton Peltz is 
its editor. He is under the direct 
supervision of Mr. Reick. 

The Evening Sun is in appear- 
ance and character the morning 
Sun in its daylight aspects. The 
same spirit pervades it and it is 
cocky, flippant, scholarly, newsy 
and impish by turns and in spots. It 
is quite as readable as its morning 
edition, intensely local and always 
has the news. Like the Evening 
World, Journal and Telegram it 
reflects and repeats the politics of 
its morning proprietary. 

The really distinguished even- 
ing paper of New York is the 
Evening Post. Its long and 
scholarly career has been and re- 
mains unbroken and its editorial 
page is to-day as vigorous and fine 
as it was in the time of William 
Cullen Bryant and Lawrence 
Godkin. The Post in 1881 was 
sold to a syndicate by its owners, 
the Henderson familv, for a round 
$2,000,000. Henry Villard. former- 
ly a reporter on the Tribune, be- 

(Continued on page 12.) 
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(From the St. Paul Globe, Jan. 3, 1905.) 
MISREPRESENTATION. 


The man who attempts to handle an- 
other man’s business generally endangers his 
own honesty. It is quite as much as the aver- 
age man can do tolook after his own affairs. 
That is simply an ancient principle which the 
Minneapolis Journal should lay to heart. It 
published on Monday evening an alleged. com- 
parative table of the advertising business done 
by the different newspapers in the Twin Cities. 
Of course the purpose of this was to boom the 
Journal’s business, and the table is constructed 
accordingly. 

We have nothing to say as toits estimate of 
the advertising carried during the last year by 
the other St. Paul and Minneapolis papers but 
are obliged to brand its statement regarding 
The Globe's businessas utterly and maliciously 
false. 

It assigns to The Globea little over 8,000 
columns of 22 inches in length as the total ad- 
vertising business done during the year 1904. 
Asamatter of fact, the amount carried was 
only a little short of 10,000 columns. Every 
wellconducted newspaper keeps a daily record 
of its own paid advertising business, and The 
Globe has its own figures and those of its con- 
temporaries at hand. It would be no one’s 
business but its own had not this outrageous 
misrepresentation been made public. 

Justice requires us to say that as faras The 
Globe is involved in its statement it is 
deliberately bearing false witness, and the 
natural inference would be that the rest of its 
table is of equally small value. Itisa petty 
and di-creditable business for a paper of the 
Journal’s reputation and would bet-er be 
dropped. 
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came the principal owner and his 


son retains its control. Associated 
with him are Horace White and 
Carl Schurz. Mr. Villard when he 
became rich retained his vocation 
for newspapers and sought in vain 
to buy the Herald. In purchasing 
the Evening Post the price of a 
newspaper at over a million dol- 
lars was first made. Since then 
two in Philadelphia have been sold 
at a figu-e in excess of that sum, 
the Record for over three million 
and the Ledger for $2,500,000, but 
there is no record of a sale else- 
where of a newspaper property ap- 
proaching that amount. The Mel- 
bourne, Australia, Argus was sold, 
in a partition for £200,000, which 
is a little short of a million dollars 
and a 1-3 interest of the London 
Daily News was sold for £250,000, 
which would if the sale were rep- 
resentative of its value, and not 
forced as it is reported to have 
been, place its value at about one 
and a quarter million of dollars. 
The Post is the voice of the 
banks, the insurance and trust and 
title companies, and the organ of 
vested interests, and yet it some- 
times puts on the liberty cap and 
dances to the phrygian music of 
revolt. This frequently happened 
during the life of Mr. Godkin who 
was a journalistic Philistine and 
always out for a row. Since his 
death the paper is content to rep- 
resent its constituency and occa- 
sionally wage a little personal fight 
with the representatives of what it 
calls “low Yellow Journalism.” In 
the gratification of this inclination 
it recently joined issue with Mr. 
Hearst and the American and Post 
exchanged a salute of ribald com- 
pliments which was neither edify- 
ing to their readers, nor creditable 
to themselves. 
__The Globe is the old Commercial 
Advertiser, with an added name 
and a lot of added capital and 
brains. H. H. Rogers of the Stand- 
ard Oil furnishes the former and a 
western newspaper man, Mr. 
Strauss, only a boy yet, furnishes 
the latter. It is too early yet to say 
that they have found their feet. 
Because the Standard Oil Company 
is back of it is no reason to sup- 
pose that they have only to dip 
their hands into an open treasury. 





That is not the way it is done, and 
although they have a whole lot of 
money to use as they require it 
they are spending it with discre- 
tion and effect. Its editor is Henry 
John Wright, a Scotchman, who is 
thorough on every subject except 
humor, for which he has the na- 
tional failing. As a result the edi- 
torial page is inclined to be a trifle 
ponderous. But the Globe is get- 
ting the news and prints a full As- 
sociated Press report in addition to 
a great deal of special and well- 
written matter. It claims a circu- 
lation of 110,000 and permits no 
return of unsold copies. 

As a matter of fact the evening 
newspapers is the only really pro- 
gressive division of metropolitan 
journalism and its movement has 
been largely commercial. It is ap- 
parently prosperous by reason of a 
pretty regular support by the de- 
partment stores, but the great 
stores make none or limited con- 
tracts, and no evening paper goes 
to press to-day with the certainty 
that any of its big clients in the 
present issue will appear in its 
pages again. The distributor of a 
big advertising patronage holds the 
newspapers pretty well under his 
thumb and none of them more 
firmly than the evening press. He 
doesn’t issue his copy for the 
morning issue until he knows what 
the weather bureaus prophesy, nor 
for the evening paper unless the 
prophecy is for clear weather. A 
rainy day may give the morning 
paper some advertising space from 
this source for rain-coats and um- 
brellas, but it gives the evening 
paper none of any kind. But the 
evening paper hustles up its head- 
line and “Fudge” and prints its 
“iditorial” in big type and makes 
a flurry and hunts up business, and 
gets it, so that taken altogether the 
sensational evening paper finds its 
account and makes more money 
on its investment, dollar for dollar, 
than the more pretentious morning 
issue. 

The Evening Mail is now owned 
and edited by Henry Luther Stod- 
dard. It is to-day, as it always has 
been, a clean, decent sheet with no 
unexpected enterprises on hand. It 
holds its own nicely, and if it does 
not gather a competence for its 
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proprietary at least makes for it a 
fair livelihood. 

There remains in New York only 
the evening News to be consid- 
ered; and not even in New York, 
where things of no importance are 
considered sometimes, is there any- 
thing of interest to be said of it ex- 
cept that Mr. Frank Munsey ran it 
as a freak and paid a sweating sum 
for his experience. He has re- 
cently sold it to an old Tammany 
politician who has recruited a staff 
of has-been newspaper men like 
Joe Howard to write for it. 

One paper in Brooklyn, the 
Eagle, is an illustration of the 
value of local life as a source of 
news. There isn’t acountry parson 
on Long Island who gets a pair of 
slippers from a member of his con- 
gregation that the event does not 
get treble space; once as church 
news, once as a society matter and 
a third time because what happens 
on Long Island is, in the opinion 
of the Eagle, news, and what takes 
place elsewhere is merely incident. 
The paper is edited by St. Clair 
McKelway, than whom there is no 
better editorial writer in the 
United States. He is not only a 
man of parts and education but he 
is a newspaper man in the distinc- 
tive ‘sense that he can write about 
the events of the day, so as to make 
it the real subject of interest. He 
thinks with the body of the people 
but more clearly, so that the edi- 
torial page of the Eagle is a direct- 
ing influence in current thought. 
So is not the Evening Post for the 
reason that the people who read it 
have already made up their minds. 
The Eagle, although very local as 
to news, is not only vigorously in- 
terested in national politics but in 
international affairs, and its views 
are incisive and intelligent upon all 
that it touches, while its expres- 
sion is remarkable for good Anglo- 

axon. 

As a property it is worth, on a 
reasonable estimate, three million 
dollars and makes a yearly return 
of fully ten per cent on that valu- 
ation. 

There are other evening papers 
in Brooklyn but they pass into the 
provincial class and need not be 
noted here. In this metropolitan 
population approximating five mil- 
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lions of people, more persons buy 
and read two papers than the num- 
ber who read one, over a million 
people buy and look at more than 
two papers, and yet less than twen- 
ty daily publications minister to 
this dense community. They 
ought perhaps to be better papers 
than they are, and when paper gets 
back to fifteen or sixteen cents a 
pound, and really worth not wast- 
ing, perhaps editors and publishers 
will not be so busy making money 
and make better newspapers. 
R. E. RAYMOND. 


Two neat booklets come from the W. 
W. Wilson Company, publishers, Min- 
neapolis. One describes a unique cook- 
book, “Just for Two,” containing menus 
and recipes for small families. The 
other tells about the United States 
book index, a card system catalogue of 
recent books, for librarians. 

——__-+0+ = 
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nearest competitor. 
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department store advertising than 
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press in Iowa. 
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V4 
THE FEBRUARY MAGAZINES. 

The amount of paid advertising 
carried by each of the leading 


monthlies for February is as fol- 
lows: 












Agate 
Pages Lines 
Everybody’s ....++. 152 34,056 
Country Life in ‘America 
Oe Serr oo ccce 198 33,898 
Bi Ciatel'S 00000 coccccscce 140 32,100 
eee - Reviews...se+0 131 29,982 
mt chs pebadneesrine 127. 29,464 
Harper's ’s : Monthiy.. pieces Shy Saag 
_ Se See I 25,30: 
Business Man’s recenn - sand 
1 100 =: 23,022 
Century Sa cooee 100 = 22,825, 
World’s Work 94 21,866 
Leslie’s Monthly ......... 95 21,660 
Ladies’ Home Journal 
See 99 19,800 
Cosmopolitan...... covceee 84 19,266 
Success (cols.)..........++ 102 17,586 
World To-Day...,........ 74 17,168 
Booklovers... ...see..< a 16,847 
Delineator (cols. j. shoces, Se 16,571 
Metropolitan .. cecccccecs 7o ~—«- 16,298 
oman’s Home Com- 
panion (cols.)........66. 8: 16,238 
Four Track News.......- 69 15,456 
National Magazine...... - 67 15,442 
Good dined keane 66 15,048 
Red Book.... ceerepee 8 15,048 
Outing.. 64 15,036 
Pearson’: seeptes_ os 59 13,749 
Ladies’ World (cols.) ..... 58 11,654 
BINED es 680cccccceecees 48 11,328 
TL ccianenewenecseves 47 11,164 
Harper’s Bazaar........+. 47 10,770 
Designer (cols.)......+..+. ' 80 10,768 
Reader Magazine......... 45 10,612 
Lippincott’s....... ae | 10,326 
Atlantic Monthly....... 37 8,849 
Garden Magazine (cols). . 8,157 
House Beautiful (cols.).. 55 8,062 
BREE. no. seeseseseves - 33 7,760 
SC CR csnad needs ace | 6 7,711 
Black Cat...... psueieeeve aR 5,160 
Critic... Ske babeSewosee 22 4,928 
Bookman.... ... Jcascenee OF 4,778 
Madame (cols.)....-..-..+ 28 4,762 
Suburban Life (cols. . @ 4,472 
Gunter’s Magazine ....... 18 4,216 
Twentieth Century Home 
(ST 3 ae 23 3,686 
eS rr 14 35136 
Benziger’s Magazine(cols.) 15 2,529 
Twelve leading weekly maga- 


zines carried during January paid 
advertising as follows: 





Week ending January 7: Agate 
Cols Lines 
Outlook (page).....--...+ 52 12,116 
Independent (page)....... 41 9,348 
Literary Digest.......... 44 6,062 
eer 27 5,142 
Saturday Evening Post.. 30 5,080 
BUEN cccestkecnnerreeeseo= 33 4,655 
agar s Weekly 24 3,894 
WHE 5 icc0s coccess 22 35530 
Public Opinion. . . 24 31346 
Leslie’s Weekly.... 14 2,813 
PE bisssecen sss 9 1.700 
FER. .22.25000 cosceees 9 1,548 
Week ending January 14: 
Saturday Evening Post... 52 9,168 
SE 005 ceeeonseresss. 2D 71494 
Litera:y Digest ..... sees ae Se 
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Cols. Ag. Lines 
ee re coos 32 4,887 
Independent (page) peseee 18 45256 
a < Oy “ose 1 31944 
eekly .....006 1 2,9? 
Barr ic "0; inion...... esiee ae 
Leslie’s Weekly.. 10 2,177 
Life ; II 1,531 
see sevesseee 7 1,333 
ME ehoke tine aebeaseees 4 820 
Week ending Jananry 21: 
eg ST wee oe 9,708 
enknasdainenet 46 6,445 
Saturday Evening Post... 35 6,100 
Independent (page)...... 26 6,098 
WMD oscaccsns 34 51344 
Public Opinion.. 33 474° 
Literary Digest. 33 41729 
Outlook (page).. 1 35390 
Leslie’s Wee ly.. eas I 39275 
Harper’s'Weekly ........ 15 25572 
Judge beeOseessecwes 11 1,945 
ae basses sane ee 1,892 
Week ending January 28: 
GREE Bicnveseccencbiicns 49 91384 
Saturday Evening Post . 46 7,820 
Leslie’s Weekly.......... 26 59375 
Me ak ef eeeee , cocccese 34 59315 
ndependent (page).... 19 41332 
Pubile Opinion se 27 3,780 
Literary Digest... 24 3484 
Outloo (page).. : ae 3,248 
— g° peaunen et 15 2,611 
UCK 46 13 2,291 
| ea oo 36 2,248 
Harper’, 's Weekly. 0600 ss 25093 
Total for January: 
COMINGS. ses caeesssecess 166 31,728 
Saturday Evening Post.. 163 28,168 
Independent (page)....... 104 24,034 
Outlook (page)...+++ .... 97 22,698 
Literary Digest.......... 141 19,963 
OQUCS ccccceccccees eeecee I2I 19,082 
eS oces 300 14,889 
Public Opinion........... 104 14,666 
Leslie’s Weekly.......... 66 13,640 
Harper’s Weekly casawe * go 11,483 
42 7,437 
36 6,703 
* x * 


It is said that nearly every issue 
of the Ladies’ Home Journal omits 
some advertising for which there 
is no room, a rigid ratio being pre- 
served between advertising and 
reading matter. But George 
Horace Lorimer, editor of the 
Saturday Evening Post, has an in- 
born reverence for the advertiser, 
coming partly from the fact that 
he has been for years a regular 
reader of PRINTERS’ Inx. He 
stated recently that “Brother Bok 
upstairs thinks nothing of leaving 
out a $1,000 ad, but down here we 
sometimes pull the dummy of the 
Post all to pieces to get in a $5 ad 
—I suppose the $5 advertiser feels 
worse when his ad is left out than 
the $1,000 man.” A little compila- 
tion of the Post's contents for a 
year, made for PRINTERS’ INK by 
Mr. Lorimer, shows how singular- 




































ly vital is the matter published in 
this weekly and how much the $2 
of a subscriber buys. Nine com- 
plete novels and three novelettes 
were printed during the twelve- 
month, with twelve series of spe- 
cial articles ranging from four to 
twelve installments each, and two 
books of reminiscences. Practically 
every serial ever printed in the 
Saturday Evening Post has _sub- 
sequently appeared in book form, 
so that the retail price of the serial 
matter published for a year would 
be in the neighborhood of $25. In 
addition there were given 158 spe- 
cial articles complete in one in- 
stallment, 120 short stories, and a 
great mass of verse, sketches, edi- 
torials, reviews and miscellany. 
* * * 

If Cyrus Curtis’s belief be true, 
that the weekly magazine will in- 
crease in prestige as an advertising 
medium because it offers the op- 
portunity of telling an advertising 
story four times as frequently as 
the monthly, it may be necessary 
for publishers of weeklies to settle 
upon a standard size. An adver- 
tiser wishing to use six of the 
twelve weekly magazines listed 
above would find himself up 
against a puzzling diversity of 
column widths and lengths. The 
following measurements show that 
it would be virtually impossible to 
design a column ad to be printed 
uniformly in the whole list: 


Column Column 
length width 
agate lines, inches. 





2 ee 190 2% 
Harper’s Weekly...... 161 2 9/16 
1 A. A. + (et: aA A 

page) naw saceieewee¥e 114 211/16 
are 172 24% 
= fe? s Weekly....... 200 24 

SSiaubb Ges e6oss «a 140 

oda eee 142 : 5/16 
Outlook (standard page) 116 211/16 
Public Opinion....... 140 2% 
ee 174 2% 
Saturday Evening Post 170 24% 
WHE Syskes see eseess 156 2 


Two new magazines of obvious 
importance appeared during the 
month. Gunter’s Magazine, pub- 
lished by the celebrated Archibald 
Clavering Gunter at 3 East 14th 
street, New York, is in line with 
the unceasing demand for fiction, 
and as the writings of Mr. Gunter 
are unique among books, so his 
magazine is different from other 
story periodicals. It has every in- 











PRINTERS’ INK 15 


dication of being a winner. The 
day of publication is set in the long 
stretch between the first and fif- 
teenth of the month, when few 
magazines appear, and that is also 
a factor in its favor. The new 
Garden Magazine of Doubleday, 
Page & Co. is both a beautiful and 
a practical publication, and the 
amount of advertising carried in 
the initial issue shows that it has 
filled several long-felt wants among 
advertisers of seeds, fruit trees, 
garden tools and garden supplies. 
In England, the publishers say, 
gardening magazines have circula- 
tions running into the hundreds 
of thousands. 
* * * 


Collicr’s this year will print the 
short stories brought in by its prize 
competition of last year, in which 
more than 12,000 manuscripts were 
received. Contributions came from 
every State in the Union, as well 
as the Philippines, Canada, Great 
Britain, France, Germany, Russia 
and Italy. The aggregate weight 
was two tons, the total number of 
words was estimated at 72,000,000, 
and the cost of reading and sorting 
was $5,500. Prize winners and pur- 
chased stories will form the feat- 
ures of the fiction number of Col- 
lier’s, which are the second issues 
of each month. 

* * * 


“Frenzied Finance” continues. to 
be not only the feature of Every- 
body’s, but a subject of singular 
interest to other editors. Public 
Opinion has started a “Frenzied 
Lawson” series, and nearly every 
magazine and newspaper is either 
for or against in some form. W. 
H. Garrison, of the Cheltenham 
Press, New York, draws a good 
advertising moral from Mr. Law- 
son’s articles. “The reason why 
Mr. Lawson is read so widely,” he 
says, “ is not because he knows 
how to write, but because during 
the past five years he has been ad- 
vertising himself in a way that 
reached successive classes of peo- 
ple throughout the country. When 
he bought the Lawson pink for 
$30,000 his extravagance dazed 
both the poor and the rich. His 
proposition to race one of his 
horses against that of a_ well- 
known New York politician for 
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$100,000 a side brought him to the 
attention of quite another set of 
people, and his $1,000,000 yacht, 
thrown onto the scrap heap after 
the controversy with the New 
York Yacht Club, attracted the at- 
tention of still other classes. As 
a result, when ‘Frenzied Finance’ 
began Mr. Lawson was known to 
everybody in this country. and to 
many abroad. In the advertising 


sense, he had used all the me- 
diums — newspapers, magazines, 
billboards, street cars and litera- 


ture. He came before a receptive 
audience. Colonel Greene, on the 
contrary, was known hardly at all, 
and his newspaper refutation of 
Lawson’s charges got but a re- 
stricted audience. The success of 
‘Frenzied Finance’ is the best pos- 
sible justification for catholicity in 
advertising—judicious use of all 
mediums, to reach every class of 
people, as well as everlastingly 
keeping at it.’ 
+ * 
The Outlook has taken an in- 
teresting stand on financial adver- 
tising. No advertising of any in- 
vestment security will hereafter be 
accepted unless the publishers are 
al‘: to obtain, on the same, a satis- 
factory market quotation on some 
recognized exchange, or from brok- 
ers or bankers of unauestioned 
standing. This action has met 
with the approval of many leading 
financial houses. The Wells & 
Dickey Co., Minneapolis, have 
bought space in the Outlook for 
a year to advertise farm mortgages 
and municipal securities, and an- 
nounce in their ad that their ac- 
tion was taken because of the new 
ruling. «x * * 
Competitions to draw attention 
to the advertising pages continue 
to be worked out in various new 
ways. Good Housekeeping prints 
a puzzle picture made up of thir- 
teen articles advertised in the Feb- 
ruary issue, and also offers small 
cash prizes for letters from read- 
ers, telling about things they have 
bought from the advertising sec- 
tion, relating their experiences in 
dealing with advertisers. The De- 
signer has just finished an adver- 
tising verse competition. Another 
practice that grows in favor is the 
extension. of text and pictures into 


the advertising section. Among 
the magazines that regularly do 
this are Scribner's, Cosmopolitan, 
Harper’s Bazaar, Lippincott’s, 
Outing, Life, Pearson’s, Literary 
Digest and the Booklovers. An- 
other classof magazines manages to 
print reading matter opposite every 
advertisement, among them being 
the Ladies’ Home Journal, Deline- 
ator, Designer, Country Life in 
America, Garden Magazine, Ladies’ 
W orld, ‘Suburban Life, Woman's 
Home Companion, House Beauti- 
ful, Success, Collier's, Harper’s 
Weekly, Judge, Puck, Leslie’s 
Weekly, Public Opinion, Saturday 
Evening Post and Vogue. Some 
time ago a dispute arose between 
the advertising staff and the editor 
of Country Life in America over 
this reading matter, one maintain- 
ing that the ads contaminated the 
text on the back pages, and the 
others that the text contaminated 
the ads. As a result, such matter 
is now known technically as “con- 
taminated” in the office of Double- 
day, Page & Co., and it seems a 
handy term to adopt. 
* * * 

Newspaper owners and writers 
have felt ‘the dollar standard of 
success, like other Americans, but 
that standard is becoming less ex- 
acting. The improvement shows 
thus far more in the periodicals 
than in the dailies. They are more 
national and they are more inde- 
pendent. Advertisers influence the 
policy of a daily more than a 
weekly, since the field on which 
the daily draws is limited, where- 
as the weekly or monthly has the 
whole breadth of the country for 
its business.as well as for sub- 
scribers. The journalism of the 
future, in business as well as in 
prestige, belongs to the independ- 
ent press. The lead thus far has 
been taken by the monthlies, none 
of which is as much a type of the 
journalism of the future as Mc- 
Clure’s. When Mr. Steffens went 
to Missouri, a baking powder com- 
pany sent an advertising contract 
to McClure’s. Of course the ex- 
pected immunity did not result, 
but the baking powder company 
acted on what business men have 
been accustomed to deem a prin- 
ciple of the press. The field of the 
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weekly, as a national organ of 
opinion, seems to me even more 
interesting than that of the month- 
ly in its possibilities. We have 
never had the weeklies which we 
need. Those of influence have 
been of small circulation. and the 
popular ones have reached an in- 
ferior audience and been without 
importance. There has been none 
which has rivaled the influence 
which the Spectator has on the 
formation of English opinion. 
There are some advantages which 
the weekly form has, especially in 
the United States. Ours is a 
country where the distance is so 
great that the daily has no chance 
of more than a local circulation. 
No daily can circulate in Maine 
and California, Massachusetts and 
Louisiana. The monthly must 
confine itself to conditions of some 
permanence. The news weekly has 
the opportunity to step in between 
and combine timeliness with selec- 
tion. It need not be indiscrimi- 
nate, like the daily, and yet, unlike 
the monthly, it can deal with all 
the important events while they 
are smoking hot—Norman Hap- 
good, in Collier’s. 
+ x * 
A four-page ad appearing sim- 
ultaneously in the February De- 
lineator, Designer and New Idea 
Woman’s Magazine, is said to be 
the most costly single advertise- 
ment ever printed, the space rep- 
resenting an expenditure of $9,560. 
It advertises inexpensive house 
plans for J. H. Daverman & Son, 
architects, Grand Rapids, Mich., 
and is noteworthy, not so much for 
mere bigness as for skillful use of 
the space. Pictures and complete 
floor plans of ten different houses 
are clearly shown, and there are 
more than a dozen separate offers, 
ranging from a free booklet to a 
specially drawn plan and specifica- 
tion costing $26. Supplementary 
advertising in other magazines call 
attention to the large ad, and the 
architects state that the Butterick 
Trio was selected for its publica- 
tion at the beginning of the build- 
ing season, because experience has 
convinced them that these maga- 
zines were the best for this pur- 
pose of all other magazines of all 
classes. 
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MAGAZINE NOTES. 
“Swindling Through the Postoffice” is 
an interesting articie in the Outlook of 
January 14, explaining the many 
schemes and frauds that are worked 
through a combination of advertising 
and the mails. It is by Edwin W. 
Lawrence, assistant attorney of the 
Postoffice Department, 

With the January issue the Book- 
keeper, of Detroit, takes the more gen- 
eral title of The Business Man’s Maga. 
zine and the Bookkeeper, During the 
past two years this monthly, originally 
a technical journal of bookkeeping and 
accounting, has been enlarged in scope 
to deal with every side of business ad- 
ministration. It now appears on the 
newsstands as a general periodical and 
carries a large quantity of general ad- 
vertising. It is one of the few maga- 
zines that print an index of advertise- 
ments, 

According to Mr. Munsey’s new pol- 
icy, Munsey’s Magazine appears on a 
much finer grade of paper, both the 
reading and advertising sections showing 
the improvement. McClure’s has for 
some time been using a grade of paper 
that gives admirable printing results, 
and Pearson’s is a third monthly to 
fall in line. The ten-cent magazine of 
a few years ago has been improved out 
of existence in the mechanical sense. 

The January issue of the Woman’s 
Home Companion, according to a state- 
ment made by the publishers, was 525,- 
000 copies. his magazine has enjoyed 
large gains during the past year. 

The Lamp, that staid, quiet monthly 
literary review published by the Scrib- 
ners, appears in February under its 
old name of the Book Buyer. It will 
represent the various departments of the 
Scribner business and be distributed 
free as a busincss periodical. 

With the January issue Puck’s Li- 
brary becomes a regular magazine under 
the title of Puck’s Monthly Magazine 
and Almanac. A feature will be a cal- 
endar page with the humorous happen- 
ings of the month. 

The Literary World, published since 
1868 at Boston and purchased two years 
ago b L. C. Page & Co., has been 
transferred to the Critic, New York. 

Leslie’s Monthly handles the auto- 
mobile proposition in_an exceedingly in- 
teresting way in the February issue, de- 
voting a special section to automobile 
articles and givingenictures of fifty ma- 
chines with measurements and_specifi- 
cations. 

Suburban Life has been adopted as 
the title of the new Boston monthly. 
first nut out_as Suburban Country Life. 
Doubleday, Page & Co. applied for an 
order restraining the American News 
Co, from selling the Tanuary issue, on 
the ground that it infringed the title 
and rights of Country Life in America. 
This order was refused by the courts, 
but the Colonial Press has adopted the 
new title, which really seems shorter 
and better than the original one. 

The February issue of the World 
To-Day is devoted to the New West, 
dealing with Western progress and pros- 
nects, art. finance, culture, ete. The 
dozen special articles hy Western writers 
ought to he read by every advertiser 
operating in the territory beyond the 
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Ohio River, for they indicate tendencies 
and reveal Western people. , 

The Reader Magazine, under its new 
ublishers, the Bobbs-Merrill Company, 
as developed into a general monthly 
rather than a literary one, and its title 
indicates its contents no more success- 
fully than does the title of the Book- 
lovers. In several ways these two mag- 
azines suggest one another, being fresh 
and timely. The Reader Magazine re- 
flects life in the Middle West in a 
broader and more interesting way than 
it has ever been dealt with, 

“Frenzied Homes” might serve as the 
title of a series of articles being pub- 
lished on “Poor Taste of the Rich” by 
the House Beautiful. Photographs of 
the homes of multi-millionaires are 
shown, with acute criticism of tasteless 
display of wealth. 

In America, there are few editors who 
will sell actual reading space to adver- 
tisers without some small “adv.” or 
“communicated” at the end. In Eng- 
land it is a common practice; One pays 
for write-ups of all kinds. If you de- 
sire social prominence, you can buy the 
newspaper variety at so much a line— 
after buying a number of titled guests. 
If you have things to sell, on pay- 
ment of a fixed sum the editor will 
cheerful'y state, editorially, that your 
wares are unsurpasscd. I am informed 
that the English publication, Country 
Life, is regularly paid for the space 
given over to descriptions of country 
homes, but I cannot vouch for the 
statement. The Lancet will praise your 
table waters, and the Ladies’ Pictorial or 
something else, will assure its trusting 
readers that your facial cream or your 
imitation pearls are without equal.— 
Herbert S, Stone, in House Beautiful, 
Chicago. 

‘* Advertising the Gospel” is an interesting 
article in the ee naman of January 26, 
dealing with phraseology in the ordinary church 
advertisement in the daily papers, and quoting 
titles of sermons that were evidently named to 
attract crowds. The writer shows the freakish 
side of pulpit advertising rather than its best 
side, and draws the conclusion that ‘‘ yellow” 
methods of advertising church services only 
attract the curiosity seekers who are of little 
real benefit in the life of a congregation. This 
kind of advertising can be sincere in its original- 
ity, however, and the fact that thousands of 
people seldom attend church would seem to be 
an excellent reason for advertising in new, 
dignified, attractive ways. 

__ HO or 


AN ADVERTISER MAY BE KNOWN 
BY THE KIND OF ADVER- 
TISING HE BUYS. 


The air is thick with all sorts of get- 
rich-quick schemes for advertising your 
business. They are all dead sure things 
for—the fellow that rigs up the game, 
but you only accumulate experience— 
and more experience. 

You can tell how far a merchant has 
advanced in the advertising game by 
glancing over his ledger at the kind of 
expenses he charges up to “advertising.”” 

he man who thinks it 1s a gamble and 
a his good money at the other fel- 
ow’s skin game finds that there’s no 
gamble in it at all. It’s a cinch—for 
the other fellow.—Morning News, Mem- 
Plus, Tenn, 


I asK a favor. 


Have you noticed what a very high grade of 
newspapers they are that insert occasional ad- 
vertisements in PRINTERS’ INK? 


Have you noticed that such advertisements 
rarely, if ever, appear more than once? 





Have you thought that a quarter-page adver- 
tisement inserted once in PRINTERS’ INK costs 
only ten dollars, and is placed before the eyes of 
fifteen thousand people, every one of whom is 
interested in advertising matters! 





Do you know that an advertisement inserted 
only once in PRINTERS’ INK is taken at as low a 
rate as it would be if it were to stand without 
ehange for a year!—that one insertion of a 
quarter-page advertisement costs no more than 
$10, and fifty-two insertions of the same adver- 
tisement costs no less than $520? 





Do you know that for ten dollars you could 
not send an announcement on a postal card to 
even one-fifteenth of the number of persons in- 
terested in advertising that read PRINTERS’ INK 
every week! 


Would it not be a good plan to put an adver- 
tisement in PRINTERS’ InEtbe next time you have 
some announcement to make that is worth 
printing and distributing? 





Why would it not be a good plan to even print 
your rate card in the columns of PRINTERS’ INK 
about once a year or whenever you are making 
any changes in it! 


Your paper may not be an important one. If 
you do not think it is, nobody else is likely to 
suspect it of being such. 





If you really do think your paper of first-class 
importance, and should take some pains to let it 
be known, you will eventually convince some 
others that you are right, and while you are 
working to this end you cannot help striving, all 
the time, to make your paper of more conse- 
quence than it is at present. 





If you advertise the good points of your paper 
now and then in PRINTERS’ INK, you will, before 
very long, notice that more people know about 
it aud more people think better of it than 
formerly. 


There are 200 lines in a PRINTERS’ INK page, 
and the price charged for advertising is 20 cents 
aline A page therefore costs $40 for one inser- 
tion, or $2,080 for a year; but if less space will 
answer the purpose, the rate is reduced in pro- 
portion. If 2 lines is all that is required, it 
can be had for 40 cents instead of $40, or for 
$20.80 for a year instead of $2,080. But why 
think of a yearly contract when nothing is 
gained thereby ? It is better to put in the ad as 
wanted—whether for once, or once a month, or 
every issue till forbid- and then if it pays, push 
it, increase it; and if it does not pay, stop it. 

lask you to give the thought of occasionally 
advertising in PRINTERS’ INK a careful considera- 
tion. 





Address all correspondence to 


CHAS. J. ZINGG. Manager, 
No. 10 Spruce St., New York. 
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PRINTERS’ INK. 


Circulation statements covering the 
year 1904, will be in time to have atten- 
tionin Rowell’s American Newspaper 
Directory for 1905—thirty-seventh year 
of publication—if they are received on, 
or before, 


FEBRUARY 19 


Orders and copy for display adver- 
tisements, and Publishers’ Announce- 
ments should come to hand within the 
same time limit to insure proper atten- 
tion, the submitting of proofs and the 
making of desired corrections. 








Address 
CHAS. J. ZINGG, Manager, 


PRINTERS INK PuBLisHinc ComMPANy, 
Publishers and Proprietors 


Rowell’s American Newspaper Directory, 
10 Spruce St., New York, 
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A NEW WAY OF ADVERTIS- 
ING FOR HELP. 


“Help wanted” advertisements 
are usually perfunctory things, 
written in a hurry and kept down 
to the minimum amount of space. 
Even intelligent advertisers who 
spend time and pains on _ the 
advertising that sells their goods 
go about advertising fo: help in a 
thoughtless way. 

The Dodge Manufacturing Co., 
of Cincinnati, making an extensive 
line of machinery and having many 
employees in their big plant, have 
developed some interesting meth- 
ods of advertising for employees. 
W. L. Chandler, manager of the 
company, says the following con- 
siderations enter into such adver- 
tising when his ‘company wants 
help: 

1. The men best suited for our 
purposes may not be scanning the 
“Help Wanted” columns, so we 
use display ads as well. 

2. We must attract attention, 


— Wants a Boy. 


Not over 20. 











EDUCATION. At leasttwe years in high school. 
HEALTH........ Must be im good health. 
HABITS. R Must be neither s sport nor s “‘would- 
ERAINS.. aia 

rienced ust + Must have these four qualifications. 
INTEGRITY.. 

EXPERIENCE... Not necessary. 
DUTIES.......... 0 ae office and 
WAGES......... Small to start 

PROSPECTS... Gnd ic wren sn.cey 


Apply Tuesday. August 16th, 6 P. M. 
DODGE MFG. CO., 
128 W. Third St., Cincinnati, O. 
PULLEVS, HANGERS, SHAFTING, CLUTCHES, FTC. 





arouse interest and create desire on 
the part of a large percentage of 
desirable people. 

3. We give our firm name and 
line of business, because some peo- 
ple will not answer “blind” ads. 

4. A personal interview is de- 
sirable; sometimes we ask for 
written applications, stating what 
qualifications are possessed, that 
we may make appointments «with 
the most likely ones. : 

5. We consider the securing of a 
good man of sufficient importance 
to justify a liberal investment in 
space. 

6. In order to give the news 
time to spread, and to show appli- 


cants that they will have time to 
see us, we state that the position 
will not be filled before a certain 
future date. 

“In the last two years we have 
used ads built on the above lines, 
securing a chief clerk, three sales- 
men, a city collector and a boy, all 
but one of whom are with us now, 
Last August we advertised for a 
boy in a way that not only secured 
one, but created considerable com- 
ment as well. Display space was 
used in the Cincinnati Enquirer 
and Times-Star, telling just the 
kind of a boy we wanted. and the 
an-ouncement was so unusual that 
a reporter for the Cincinnati Post 
wrote an article about it, bringing 
some additional applicants. A 
want ad was also run in the classi- 
fied columns of the Enquirer. The 
idea prevails that the best place to 
advertise for help is in the classi- 
fied columns of papers carrying the 
most want ads, but the following 
figures show how results ran in 
our case: 

Display Wap Total 
Enquirer 22 


Times-Star a oe = 
Post news article . 

“These fifty-six ‘boys filled oun 
application blanks like this: 

We want a boy who has a taste for 
machinery to come in and learn our 
business from the ground up, oon will- 
ingly what work = come his wa 

DODGE MFG. Co. 

Name: 

Address: 

Nationality: 


Age 

Wi hat education have you had? 

What can you say about your health? 

What are your views on smoking, 
drinking and slot machines? 

fow much energy have you? 

What is your ambition? 
- M4 hat experience, if any, have you 


What salary do you want to start? 
Where did you see this advertisement? 
References: 

Why do you consider that we should 
prefer you for this position? 

“We wanted a boy who could 
feel he was good enough to be 
a member of the firm, and that 
he had a chance to be through his 
own efforts. The policy of our 
company is also to be very careful 
whom it employs, from the top to 
the bottom of the list, so we want 
to know all about an applicant 
before engaging him. Therefore, 
each boy was given a personal in- 
terview. If there had been 200 
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boys we should have seen them all. 
A definite time was set for them 
to call, and we made a point of 
attracting not only boys who were 
out of a job but those who wished 
to better themselves. Some of the 
applicants were rejected at a 
glance. Eight were told to call 
again, one by one, and thus we 
sifted down until we found a boy 
who seemed to be all wool and a 
yard wide. Of the eight who were 
asked to call for a second talk the 
Enquirer display ad brought two 
and the Post’s news article six. 
Classified advertising brought none. 
Two other business houses sub- 
sequently borrowed our list of ap- 
plicants and employed two more 
of the boys who had been accorded 
a second interview, making three 
who were eventually employed— 
two from the Post and one from 
the Enquirer. 

“Some weeks later we placed dis- 
play and classified ads in the Chi- 
cago Daily News and Record- 
Herald, advertising for a salesman 
and a chief clerk. The results 
were as follows: 


DAILY NEWS. 

2 
om 22,4 
aa =} ° 
an E ze e 
Total Applications 26 52 8 8&6 
Best Selection 4 206 8 
Medium Good 4 50 9 

Poorest of those con- 

sidered 0 30 3 

RECORD-HERALD. es 

SS a 
a3 8 em 
a5 =] ° 
aa BE zs & 
Total Applications 14 16 6 36 
Best Selection t #2 @8 § 
Medium Good 2 ©.¢ 8 

Poorest of those con- 

sidered s to ¢ 


“Readers of Printers’ INK may 
be able to draw useful conclusions 
from these figures. Applicants 
for the positions were required to 
give details concerning their resi- 
dence, nationality, family, office ex- 
perience, education, selling experi- 
ence, experience in handling cor- 
respondence, views on gambling, 
drinking and entertainment of cus- 
tomers, salary expected, territory 
preferred, etc., as well as to indi- 
cate their familiarity with the 
Dodge Manufacturing Company’s 
products. 

“Four years ago we subscribed 
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to Printers’ INK, and since then 
we have read the 200 numbers with 
great pleasure and profit. In fact, 
our use of newspaper space the 
past three years is a direct result 
of reading the Little School- 
master.” 
——— +o 
A SUGGESTION. 

THE NATIONAL Press AssoctaTIon, 
Corcoran Building. 
Wasuincton, D. C., Jan. 29, 1905. 
Editor Rowell’s American Newspaper 

Directory: 

It occurs to me that your Directory 
would be made more valuable, not only 
to advertisers but to a large class of 
subscribers to whom the information 
would be of special interest, if you 
would indicate in some way whether a 
newspaper was illustrated and about how 
extensively. The daily pee is giving 
more space each day to the pictorial end 
and this also applies to the Sunday is- 
sues and weeklies. There is a large 
class of syndicate writers who send out 
photographs with their stories by whom 
this information would be greatly ap- 
preciated and I believe if you would 
dopt a mark, conveying this informa- 
tion it would —a tend to increase 
the value of your Directory to news- 
paper men generally. 

Yours very truly, 
WILBERT MELVILLE, 
Manager Art Department. 


—_— — +o o—__—_—_ 


ANOTHER 
RECORD. 











During the year 1904 
THE CHICAGO RECORD- 
HERALD maintained its 
lead, printing more Pub- 
lishers’ Advertising than 
any other newspaper in 
the entire West. 
ceeded its nearest com- 
petitor, another Chicago 
newspaper, by 44,938 lines. 


It ex- 
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(A Roll of Honor }) 


(SECOND YEAR.) 


No amount of money can buy a place in this list for a paper not having the 
requisite qualification. 








Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American Newspaper Directory, have submitted for 
that edition of the Directory a detailed circulation statement. duly signed and dated; 
also from publishers who for some reason failed to obtain a figure rating in the 1904 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 





culation figures in the ROLL OF Honor of the last named character are marked with an (+). 


These are meee y regarded the pene who believe that an advertiser has a right 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above. cost 20 cents 
line under a YEARLY contract, $20.80 for a full year, 10 per cent discount if paid wholly in 
advance. Weekly, wre A or quarterly corrections to date showing increase vod circulation 
can be made, provided the poo sends a statement in detail, properly signed and 


dated, covering the additiona 
paper Directory. 
ALABAMA. 
Birmingham, Ledger. dy. Average for 1903, 
16,670. ‘st 6 mos. '04,19,852. E. Katz., 8.A.,N.Y. 
ARIZONA. 
Phoenix. Republican. Dai + ppg ei 1904. 
6,889. Chus. T. Logan Special Agency, N. 
ARKANSAS. 


Little Rock, Arkansas Methodist. Anderson 
& Millar, pubs. Actual average 1903, 10,000, 





Little Rock, Baptist Advance, wy. Av. 1903, 
4,550. Nine months ending Oct. 27, 1904,5,111. 


CALIFORNIA. 
Fresno, Moruing Repabtican, daily. Aver. 1904, 
6,415. £. Katz, oN. ¥. 
Mesntein View, Signs of the Times. 
ly average for 1908, 82,842. 
ot este Facts, =. Daily average for 
903 1.456. No weekly. 
ro Franeiaeo, Call, d’y and 8’y. J. D. Spreck- 
els. Actual daily averuge 8 year ending Oct., 
1904, 62,206; Sunday, 87.198. 
San Jose, Poste Tree and Vine, mo. W.G. 
hannan. average, 1903, 6.185. Last 
three months, 1908, 10.000. Jan. 1905, 15,000. 


COLDRADS. 
Denver. Clay’s Rev kly ; Perry A.C 
Actual average for a4 vo. 926 (>). 
Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average for 1903,88.798. Average 
Sor December, 1904, 45,078. Gain, 8,716. 


t@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 





Actual 


GUAR American Newspaper Direct- 
ifaaeh 46 Ory, who will pay one hun- 


dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Hartford, Times, daily. cP: Sor 1904, 
17,647. Perry Lukens, Jr.. N. 
Meriden, Morning Recend and Republican. 
ye average for 1903, 7,582 
w Huven, Evening ening Register, daily. Actual 
Py ts 18,618; Sunday, 11,107. 
New Maven, Goldsmith me Pacyentth, 
monthly. Actual average for 1903, 7,817 








period, in accordance with the rules of the American News- 


New Haven, Palladium, daily. Average for 
1904, 7.857. E. Katz, tz, Special Agent, N. Y. 


New Haven, Union. Av. 1904, 16,076. EZ. 
Katz, Special Agent, N. ¥. 


New London. Day, ev’g. Arer. 1904, 5,855. 
average ' over ’03,242,. E. Katz, Spec. Ad 


Norwalk, Evening Hour. Daily average year 
ending June}, 1904, 8,188 (2k). 

Norwich. Bulletin, morning. Average for 1903, 
4,988; for 1904, 5,850. 

Seymour, Record, wot. W. C. Sharpe, Pub. 
Actual average 1903, % 169, 


DELAWARE. 
Wilmington, Every Even Average r- 
anteed circulation for 1903, 10,784. acini 








Wilmington, Morning News. Only morning 
| paper in State. Aver. cir. 10,006 for 3 months. 
DISTRICT OF COLUMBIA. 


Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average for 1904, 85,502 (O ©) 


National Tribune, weekly. Average for 1904, 
*" Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 
Jacksonville, Metropolis, d’y Av. 1908,8,898, 
ist 6 mos. 04, 8,881. E. Katz, Sp. Ag., N. Y. 
GEORGIA. 
Atlanta. Journal,dy. Av. 1904, 48,688, Dec., 
1904, 48,744. Semi- i-weekly 4 45.867. 
Atlanta, News “Actual « daily cee ‘a 
24.280. S. C. Beckwith, Sp Ag.,N. Y. & 
Augusta, Chronicle. Only mornin 
1904 average, daily &,66 1; Sunday 7,480. 


IDAHO. 


Bolae, Capital News, d’y and wy. Capitul News 
Ptg. eo Aver. 1903, daily 2,761, weekly 
8,475. rat 6 mos, 1904, dy. 8,016, wy. 8.868. 


paper. 


ILLINOIS. 
Catro, Bulletin. Daiiy and Sunday average 
1904 to Nov. 30,1,916; month of Nov. 30, 2,110. 
Cairo, Citizen. Daily Average 194, 1,196, 


weekly, 1,127. 
Champaign. News. First four months 1904, 


no day’s issue of less than 2,600. 





Chieago, Bakers’ Helper, monthly ($2.00), H. 
R. Ulissold. Average for 1W4, 4,100 (@©). 
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Chieago, Alkaloidal Clinic, monthiy. S. 
DeWitt Clough, adv. Tr. Guaranteed circula. 
tion 85.000 copies, reaching over one-fourth of 
the medical profession of America. 


Chicago, Breeders’ Gazette, stock farm,week- 
ly, sanders Pub. Co. Actual average for (905 
67,880, 39 weeks ending Sept., 28, 1904, 68,157. 


Chicago, Farmers’ Voice, Actual weekly aver- 
age year ending September, 1904, 22,802 (%). 
Chieago, Grain Dealers Journal,s.mo. Grain 
DealersCompany. Av. fur 1904, 4,926 (OO). 
Chicago, Gregg Writer, monthly. Shorthand 
se i ee Actual average 1903, 11,666. 
hicago, Journal Amer. Med. Assoc. Wy. av. 
we 82,428. Oct., Nov., Dec., 194, 84,814. 


Chieago, National Harness Review, mo. Av. 
for 1902, 5,291. First 8 mos. 1903, 6,250. 


Ohicago, Record-Herald. Average for 190, 
daily 154,218, Sunday 191,817. 
Chicago, Retailers’ Journal, monthly. De 


voted to the grocery intere: Guaranteed cir- 
ccielinn 11,000. 36 La Salle 8t., Chicago. 


Clayton, Enterprise, weekly. No issue since 
1895 less than 1,008 copies. 

Kewanee, Star-Courier Av. for 1904. daily 
8,290, wy. 1,278. Daily ‘et 5 mos, ’04, 8,296. 

La Salle, Ray-Promien, Polish, weekly. 
Average 1903, 1,805. 


Peoria. Star, evenings ana Sunday morning. 
Actual sworn average for 1903, 22,197. 


INDIANA. 


Evanaville, Courier, daily and 8. Courier Co., 
pub. Sworn ar.’63, 12.6183 ’v4, 12.684. Smith 
@& Thompson, Sp. Rep., N.Y. Chicago. 


Evanaville. Journal-News. Ar. 71903, d’y 18,- 
852, ist. 6 mos. '04,14.160. E. Katz, 8. A., N.Y. 

Goshen. Cooking Club, monthly. Average for 
1903, 26.878. A persistent medium, as house 
wives keep every issue for daily reference 


Indianapolis, News, dy. Aver. net sales in 1904, 
72,982. 





Indianapolis, Star. Av_ net sales for Nov. (all 
returns and unsold copies deducted), 85,614 (:f). 


Marton, Leader, daily. W.B. Westlake, pub. 
Actual average for year 1904, 5.635. 


Munele, Star. Average 1 net sales for Nov. (all 
returns and unsold copies deducted) 27,497. 


Notre Dame. The Ave Maria, Catholic weekly 
magazine. Actual average for 1W3, 24,082. 


Riehmond, Sun-Telegram. Sworn av, 1903, d 
8,811. For Feb., 1904, 3.944. ” 


South Bend. Tribune. Sworn | tga re 
1904, 6,589. Sworn arerage for Dec., 6,887. 


Terre Haute, Star. Ar. net sales for aan (all 
returusand unsold copies deducted), 20,405 (). 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly. 
Average for 1903, dy., 1,951; wy., 8,872, 


IOWA. 


» Davenport. Times. Daily aver. 1904, 
“Daily aver. Dec., 1904, 9,705. Cir. guar. 
than all other Darenport dailies combin 


Decorah, Decorah- Fengn (erecnten. | Sworn 
av. cir'n, 1903,89,681. March, 1904, 40,856, 


Des Moines. Capital, daily. Lafayette Young 

publisher. Actwil average sold 1904, 86,838. 
sent circulation orer 89.000, 

City circulation the largest of any Des Moines 
newspaper absolutely guaranteed. Duly evening 
ess a a carrying advertising of the depart- 
ment stores. Carries largest amount of local 
advertising. 


Dea Moines, News. daily. Actual ar nee | for 
1903, 45.876. B.D. Butler, N. Y. and Chicago. 





Museatine, Journal. Daily av om, Be. 
emi-weekly 8,089, daily, De December, 


Ottumwa, Courier. Dail pe aan — 
ember, 1904, 5,192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 


Sloux City, Journal. Dy. ar. for 1903 (sworn) 
19,492, dai y av. for first nine months of 1904, 
21,272. Records always open. More readers in 
its yield than of all other daily papers combined, 


KANSAS. 


Wutehinaon, News. Daily 1904,2,964. E.Katz, 
Agent, New York. 


Topeka, Western aaa. educational 
monthly. Average for 1903, 8,125 


KENTUCKY. 


Marrodaburg, Democrat. Best weekly in best 
section Ky. Av, 193, 8,582; growing fast. 


‘Lexington. Leader, Aver. for 1904. afternoon 
4,041, Sunday 5,597. E. Katz, Special Agent. 


Louisville. Evening Post, dy. Kvening Post 
Co., pubs. Actual avevage for 1903, 26,964, 


Paducah, News-Democrat. Daily net av. 1903, 
2,904. Yearend. June 30,04, net paid cir. 2, 927. 


vedas The Sun. Average for December, 


1904, 2,96 
LOUISIANA. 


New Orleans, The Southern Buck, official 
organof Elkdom in La. and Miss, Av.’03, 4,780. 


— 


Auguata, Comfort, m H. Gannett, pub. 
Actual average for 1904, rE “28%, 641. 


Bangor. Commmectiol- Average for 1903, daily 
8,218, weekly 29,00 


Dover, nc Observer. Actual weekly 
average 1903, 1,904, 


Lewiston, Evening Journal, daily. Aver. for 
1903, 6,814 (@©), weekly 15.482 (© ©). 


Phy Woods and Woodsman,weekly. 
. W. Brackett Co. Arerage for 113, 8,041. 


"ee Evening / xpress. Arerage for 1904, 
daily 12,166, Sunday Telegram,8,476. 


MARYLAND. 


Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1904, 88,784. For January, 
1905, 58,62: 


MASSACHUSETTS. 


Boaton, Evening Transcript(@@)(412). Boston’s 
tea table puper. Largest amount of week day adv. 


Boston, Post Average for (ws, daily. 178, 
BO; for 1904, 211,221. Boston Sunday Post, 
average for 1903, 160,421: for 194,177,664, 
jet ad daily circulation for 1904 in all New 
England, whether morning or evening, or morn- 
ing and evening editions combined. Second 
largest Sunday circulation in New “Englana. 
cant Nysie! Ftnerley per agate line, flat, run-of- 

Sunday rate, 18 cents perline. The best 
a ve ising propositions in New England. 


Boston. Traveler. Est. 1824. Actual daily av. 
1902, 78.852. In 1903, 26.666. For 1904, aver- 
age oar circulation, 81,08% copies. 

: Smith & Thompson. N.Y. and Chicago. 


East Northfield, Record of Christion Wort, 
mo. $1, Aver. for year end’g Dec. 3/, 1903, 20.25 
Die 31,104, 20,660, Over 90 per ‘cent a — 
scriptions. Puge rate, $22.40 flat, prora 


Gloueester, Cape Ann News. Actual daily 
arerage year ending February 15, 1904, 4,804; 
aver. jirst six mos. 1904, 6.241; June, 190h, 6.525. 


North Adama, Transerivt, even. Daily aver. 
printed 1904, 5,895. Last 3 mos. 1904, 6,166. 


Sortentels.. Good | Pee ing,mo. <Aver- 
age 194.1T1.01%. No n 1905 less than 
200,000 Pig Au advertisementn guaranteed. 


Worcester. Evening Post, daily. Worcester 





Dea Moines, Wallace's Pormeet, wy. Est. 1879. 
Actual averuge for 1903, 88,76 


Post Co. Arerage for 193,11,711 
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Boston, Globe. Average for 1904, daily, 198,- 
TOs, Sunday, 298,868. “Largest Circulation 
Daily of any Soo cent paper in the United States 
100,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editious for one price 


JANUARY, 1905. 


SUNDAY. 
284,263 





DAILY. 





288,216 


290,595 














Total 5,288,440 1,434,061 


Daily Average, - 203,404 
Sunday Average, 286,812 


Perfect copies printed jor sale. 
THE BOSTON GLOBE. 
CHAS. H. TAYLOR. Jr.., 
Treasurer. 
Woreester, [Opinion Publique, daily (OO). 
Average 194,4,782. Only F French paper in 
Unite States on Roll of Honor. 


MICHIGAN. 


Adrian. Teiegram, dy. D. W.Grandon. Av. for 
903,8,912. Aver. ist. 4 mos. of 1904, 4,100. 

Flint, Michigan Daily Journal. Aver. year end- 

Dec, 31, ’04, 6,512 (2k). Av. for Dec 7,282 (). 


Grand Rapids, Evening Press, dy. Average 
1904, 44,807. 


Jackson, Press and Patriot. Actual daily 
average for 194, 6,605. Av. Dec., 1904, 6,977. 

Kalamazoo. Evening Telegraph. Last six 
mos. 1904, dy. 9,812, Dec. 10,086, 8.-w. 9,511, 

Kalamazoo, Gazette, daily, 1904, 10,811 
Dec.11,087. Largest circulation by 4,500. 





Saginaw. Courier Herald, daily, Sunday. 
Average 1903, 8,288; November, 1904, 11,508. 


Saginaw. Kvening News, daily. 


Average for 
9904, 14,816 = 


Dec., 1904, daily 14,778. 
MINNESOTA. 


Minneapolia, farmers’ Tribune, twice a-week. 
W.J. Murphy, pub. Aver. for 1904, 56,814. 


Minneapolis, Farm, Stock and Home, semi- 
monthly. Actual average 1903, 78,854. First six 
months 1904, 79,500. 


Minneapolia, Svénska Amerikanska Posten. 
Swan J. Turnblad, pub. 1903,49,057. 

St. Paul, Dispatch, dy. Aver. 1903, 58,044, 
Present average 57,624. ST. PAUL'S LEAD 
ING NEWSPAPER. W’y aver. 1903, 78,026, 


|. Minneapolis, Journal, dai +f Journal Print- 
ing Co. Aver. for -, 57,0 93 1904, GL 888, 


December, 1904, 66. 

The absolu te accuracy of the 
Journal’s circulation ratings is 
guaranteed by the American News- 


(Aa paper Directory. It reaches a 
AN greater number af the purchasi 
TEED classes and goes ‘nto nore homes ind 

than any Ce ag in its ‘jeld. Tt It 
brings resul 


Minneupolis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest x ye daily. Lee 
daily are, ites nday $ quarter @ 
1904 was 92,22 Su. dh AK 21. Daily 
average for , A¥.. rT, 9 

Only , who "dete listed 

4 _— —— Hemepapesr 

rectory regularily pub- 

lishes its circulation over a con- 

siderable period down to date in 

ROLL OF Honok, and a detailed 

statement in its own columns. 

The Tribune is the reeognized 

Want Ad Medium of Minneapolis. 


St. Paul, Globe, daily. — vat publishers. 
Actual average for 1903, 81,54 


St. Poul. News, daily. pn average for 
1904,86,204. B.D. Butler,N. Y. and Chicago. 


St. Paul. Pioneer-Press. Daily cverage for 
1903 $4,298, Sunday 80.988. 


| St. Pau), The Farmer, s.-mo. Rate, 35c. per 
line, with discounts. Circulation for year ending 
June, 1904, 81,500. Present average, 85,000, 


St. Paul, Volkszeitung. Actual arerage 1904 
dy. 12,685, wy. 28,687, Sonntagsblatt 28,640 


Winona, Republican and Herald, daily. Aver- 
age year ending June, 1904, 4,126. 


MISSOURI. 


Joplin, Globe, daily. Average 1903, 10.510. 
Oct., 194.12,507%~ E. Katz, Special Agent, N.Y. 


Kansas City, Journal, d'y ard w’y. Average 
for 1903, daily 60,268, weekly 188,725. 


Kansas C ity. World, daily. Actual average 
Sor 1903, 61,282. B. D. Butler, N, Y. & Chicago. 


Springfield, Sunny uth, monthly. Actual 
pean sces 1903, 2,888. 


it. Joseph, Newsand Press Act. daily aver. 
i 1904, 85,052. Smith & Thompson, Eust. Rep 


Pe Louis, Medical Brief.mo. J.J. Lawrence, 
A.M.,M.D.,ed.and pub. Av. for 193, 87,950. 


- Loui«, National Druggist, mo. Henry R. 
strong, Editor and Publisher. Ave: Sor 190k, 
8,080 (© ©). Kastern office, 59 Maiden Lane. 


t. iow Star. Actual daily average for 
103. 64,878 


St. Louls, ‘National Farmer and Stock Grower, 
monthly. Average for 1902, 68.588; qereae for 
1903, 106,625; average for 1904, 104,750 


&t. Louis. The Woman's M ne. anomtniy. 
Women and home. ‘Lewis Pub. Proven aver- 
age for 1903, 1,845,511. Actual proven aver- 
age for 4 12 months 1,611,988. Every issue 
guarante to exceed 1,500, 000 copies—full 
count, Target circulation of any publication 

wor! 









MONTANA. 
Butte, American Labor Union Journal, week- 
ly. Average 1903, 20.549 general ci tion. 


Butte. Inter-Mountain, evening. Sworn net cir- 
culation for 1903, 617%. Sworn net circu- 
lation from Jan, 4 to June 30, 1904, over 14,000, 


NEBRASKA. 


‘ ie Daily Star. Actual average for 1904, 
Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending June, ‘904, 149,808. 

Lineoln, Freie Press, weekly. Actual average 
for year ending June, 1904, 152,088, 

Omaha. Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1 1903, 29,084. 

Omaha, News. daily. ily. Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 
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NEW HAMPSHIRE. 


Nashua, Telegraph, dy.andwy. Daily aver. 
10 mos, ’04, 2,870; ober, ’04, 8, 169+ 


NEW JERSEY. 


Oamden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end. Dec, 3/, 1904, 8,687, 


Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual averaye for 1903, 2,019. 


Hoboken, Observer, =. Actual average 
1902, 18,097 « Sept., 1903, 22,751. 


Jeraey City, Evening Journal. average for 
1904, 21,106. Last 3 mos. 1904, 21,816. 


Newark,Evening News. Evening News Pub. 
Co. Av. for 1903, daily 58.896, Sunday, 16,291, 


Newmarket, Advertisers’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 

Washington, Star. wy. Sworn av. ’03, 8,759. 
Sworn aver. he. 8, 4 More actual subs. than 
any five other Warren Co. papers. 


NEW YORK. 


Albany,Journal, evening, Journal Co. Daily 
average for September, 2 1,656. 


Albany, Times-Union. every evening. Establ. 
1856. Average for first three months 1904, 29,626. 


Batavia, News, evening. Average 1903, 
6.487. Six months 1904, 6,810, 

Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, 18,210, 

Kuffale, Courier, morn.; Enquirer, even. W. 
J. Conners. Arer. for 193, morning 50,882, 
evening 88,082; Sunday average 68,586. 

Buffalo. Evening News. Daily arerag 1903, 
79,408. First 3 months 1904, 85,949. 

Catakill, Recorder, weekly. Harry Hall, edi 
tor. 1904 av., 8,686. Av. December, 8,781. 


Cortland, Democrat, Fridays. Fst. 1840. Aver. 
1903, 2,248. Only Dem. paper in county. 


Lyona, Republican, established 1821. Chas. H 
Betts, editor and prop. Circulation 1903, 2,821. 


Mount Vernon, Daily Argus. Average 1903, 
2,989. Westchester County's leading paper. 


Newburgh, News, daily. Av. for 1903, 4,487. 
4,000 more hen all other Newb gh papers combined. 


New York City. 

American Machinist, wy., machine. construc. 
(Also European edition.) Average 1904,20,189. 

Army & Navy Journal Est. 1863. Actual weekiy 
average for 52 issues, 1904,9.871 (OQ). Only 
Military paper awarded ** Gold Marks.’ 

Baker’s Review monthly. W. Rk. Gregory Co., 
publishers. Actual average for 1904, 4,900. 

Ben r’s magazine, family monthly. Ben- 
ziger Brothers, Ave Sor 1904,87,025, pres- 
ent circulation, 50, 0 0. 

Clipper, weekly (Theatrical), Frank Gueen, 
Pub. Co., Ltd. Aver. for 1903, 26,912 (© ©) (689). 


El Comercio, mo. Spanish export. J. Shep 
ard Clark Co. Average for 1904,7,292. 


Electrical Review, weekiy. Electrical Review 
Pub, Co, Average for 1903, 6,885 (O©). 


Forward, daily Forward Association. Aver 
age for 1903, 48,241. 


Four-Track News. monthly. Actual av. paid 
Sor six months ending January, 1995, 105,000, 
February edition guaranteed 120,000. 


Haberdasher, mo , est. 1881. Actual average for 
1904, 7.000, nders’ vit and Post Office 
receipts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, monthly. 
In 1994, average issue, 17.500. 
D. T. MALLETT, Pub., 253 Broadway. 


Leslie’s Weekly. Actual arer. year end. mob > 
1904, 69,077 (3). Pres. av. over 75.000 weekly. 
Leslie’s Monthly Magazine, New York. Arerage 
reulation for the past 12 months, 248.946. 
t average circulation 800,168. 
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Music Trade Review, music trade and art week- 
ly. Average for 1903, 5,588. 


National Provisioner, weekly. Packing houses, 
butchers, cotton seed oil, etc. 1903 av. cir. 6,402. 


Pocket List of Railroad Officials, qly. Railr’d 
Transp. Av. 1903, 17,992; April, 1904,19,728, 


Printers’ Ink, a journal 


& 


for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual gain over 
1903, 3,917. 


The People’s Home Journal, 525.166 monthly, 

iood Literature, 452,888 mouthly, average cir- 
culations for 194—all to id-in-udvaunce sub- 
seribers. F. M. Lupton, Publisher. 


The Wall Street Journal. Dow. Jones & Co. 
publishers. Daily average 1903, 11,987. 


The World. Actual aver. for 1903, Morn., 278,« 
607, Evening, 857,102, Sunday, 888,650. 


Rochester. Case and Comment, mo. Law. Av. 
for 1903, 80,0090 ; 4 years’ average, 80.186. 


Schenectady, Gazette, daily. A. N. Liecty. 
Average for 1902, 9.097. Actual average for 
1903, 11,628, 1904, 12.574. 


Syracure, Evening Herald, daily. Herald Co., 
pub. Aver, 1903, daily 88,107, Sunday 88.496, 


Utien, National Electrical Contractor, mo. 
Average for 1903, 2.708. 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1904, 14.879, 


Warsaw. West-rn New-Yorker. Smallest bona 
fide issue s:nce Oct, 1, 1904, was 5,000 copies. 


NORTH CAROLINA. 
Elizabeth City, Tar Heel, weekly. Actual 
average 1903, 3,500. Covers ten counties. 


Raleigh, Biblical Recorder, weekly. Average 
1903,8,872. First fire months 194, 10,166, 


NORTH DAKOTA. 
Grand Forks, derald, dy. av. for April, 1904, 
5.862. Will guar. 6.000 for year, N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell N.Y, Rep. 


Grand F orks, Normanden, weekly. Ar. for 
1903, 5,451. Guar. 6,700 ufter Nov. 1, 1904, 


OHIO. 
Akron, Beacon Journal. Average 1903, 8,208, 
N. ¥., 523 Temple Court. Av. Nov., 1904, 10,702. 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1903, 66,445: Sunday, 60,759. 
Dec., 194, $1,415 daily; Sunday, 69,864. 


Mansfield, Daily News. Actual average year 
ending Dec. 31, 194, 4.860 (sf). 

Springfield, Press Republic. Arer. 1903.9,288, 
April, 4, 10,15%. N.Y. office, 523 Temple Court, 

Washington Court House, Fayette Co. 

ord, weekly. Actual average 1903, 1,775. 

Youngstown. Vindicator. D’y av.’03,11,009. 
LaCoste t Ma:cwell, N Y.. Bastern phony oe 

Zanesville. Signal, daily, reaches S. E. Ohio. 
Guarantees 5,000. Arerage six mos. 1904, 5,814. 

Zanesville, ‘Yimes-Recorder. Sworn av. Oct., 
1904. 9,571 (). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 
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OKLAHOMA. 


Guthrie. Oklahoma Farmer, weekly. Actual 
average 1903, 28,020. 

Guthrie. Jeger at a ee Capital, dy. and wy. 
Aver. for 1903, daily 20,062, weekly 25.014. 
Year ending July 4, 03, dy. 19,868; wy. 28,119 


Oklahoma City. Tbe Oklahoman. /904aver., 
8,104; Dec.,’04, 9,401. E. Katz, Agent, N.Y. 


OREGON. 


Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,2 


Portland. Oregon Daily Journal. Actual arer- 
vim 15,204, Actual average December. 
. . 


PENNSYLVANIA. 


Cheater, Times, ev’g d’y. Average /903, 8.187. 
N. Y. office, 220 B’way. F R. Northrup, Mgr. 


Frie. Peopie. ~ ai Aug. Klenke, Mer. 


Average 1903, 3,08: 
Erle, Times, daily. Aver. for 1904, 14,257. 
Dec., 1904,14,984. E. Katz, Sp. Ag., N. ¥. 
Harrisburg, Telegraph. Dy. sworn av. Dec.’04, 
11,726. Largest circn, in iren, in Harrisburg guar’t’d. 


Philadelphia, Farin Jour Journal, movthly. Vtl- 
mer Atkinson Company, publishers Average 
for 1904, 598,880. Printers’ Ink awarded the 
seventh * sugar Bowl to Farin Journal with this 

inscription : 
” swarded June 2 25th, 1902, by 
“ Printers’ Ink, ‘The Little 
“* Schoolmaster’ in the Art of 
“ Advertising, to the Farm 
* Journal After acanvassing 
“of =m extending over a 
‘period of half a year, ae r,among all 
those published in the Unite tates, has been 
* pronounced the one that best serves its purpose 
**as au educator aud counselor for the agricultu- 
“ral population, and as an effective an 
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Philadelphia. Guntes | School Times, weekly. 
Average for 1903, 102,961. Send for 
The Religious Press yrinel on, Philadelpnia. 


Philadelphia, The Grocery World. Actual 
average year ending August, August, 1904, 11,741. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


December Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
_ in the month of December, 1904: 








Total Ds hab aiewien i vncaxeadwasiad 3,744,095 
NET AVERAGE FOR DECEMBER 


144,003 copies per day 


BARCLAY H. WARBURTON, President. 
ladelphia, Jan. 6, 1904. 


Phi 
f 





“cal medium for communicating with them 
“ through its advertising columns ” 


Philadelphia, American Medicine. wy. Av. 
for 1902, 19.32%. Av. March 1903,16.827. 


Philadelphia, German Daily Gazette. Aver- 
circulation jirst six mos. 1904, daily 48,942, Sun. 
day 87. 263. Sworn statement. Cir. books open. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following figures show the actual daily 

average circulation of THE BULLETIN during the 
twelve months of 19(4 : 
159,377 copies. 
186,890 copies. 
--- 183,837 copies. 

. 182,679 copies. 
179,543 copies. 
--- 185,319 copies. 
... 181,543 copies. 
- +. 183,404 copies. 
- 185,017 copies. 
187,539 copies. 
191.168 copies, 
190,825 copies. 

The BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omittei. 





December 


Wm. L. MCLEAN, Publisher. 
In Philadelphia nearly everybody reads THE 
BULLETIN. 


Philadelphia, Press. Daily arerage year eud- 


ing Dec. 31, 1904, 118,242 net copies 


Pitteburzg, Labor World, wy. Ar. 22, 
618. Reaches best paid class of aor m Inu. 
Potteville, Evening Lone Official county 
organ. Daily average 1903, 6 6,648, 
Wert Chester. Local News. daily. 
Hodgson. Average for 1903 15,168. 
Williamsaport. Grit. America’s Greatest 
Weekly. Net paid average 1904, 198,758. Smith 
& Thompson, keps., New York pve Chicago. 
York, Dispatch, daily. Sor 1904 
8,974. Enters two-thirds of ¥ rk homes, 


RHODE ISLAND. 


Pawtueket. Evening Times. Average daily 
for 1904, 16,850 sworn. 


Providence, Daily Journal, 16,485 (@©0). 
Sunday, 19,892 (OO) Evening. Bulletin 86,886 
average 1903. Providence Journal Co., pubs. 


Ww. G. 





Westerly, Sun. Geo. H. Utter, pub. Average 
190s, 4,480. Only daily in So. Rhode Island. 


SOUTH CAROLINA. 


Oharleston, Evening Post. Actual dy. aver. 
for third 3 months 1904, 8,974. 


Columbia, State, Topped average for 1904, 
taily 8,164 copies, ‘ ) we; semi-weekly 
2.251,Sunday 9,417. aca aver. for last 
six months of 1908. daily 8,626; Sunday 9,912. 
2 The absolute correctness of the latest 

circulation rating accorded 
the Columbia State is guar- 


citar anteed by the publishers of 
Ye a the American Newspaper Di- 


rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


TENNESSEE. 





Pay an Crabtree dy Press. Aver- 
and D 044 (H). 
































Memphis, Commercial A’ 1, daily, Sunday, 
weekly. Average 1903, daily 28,989, a 
88,0 0, weekly 72, 821 (v6h). ist 6 months, 4 
daily 88,447, Sunday 45898, weekly 38.109. 


Nashville. Banner, daily. Aver. for year 1903, 
18,772. Six months 1904, 20.851. Only Nash: 
ville daily eligible to Roll of Honor. 


TEXAS. 


Denton. Record and Csoniate, daily and 
weekly. C. Edwards, ped il . 1904, 
816. Weokiy av.,2,775. The daily and weekly 
together reach 65 per cent of all the tax-paying 
families of Denton County. 


El Paso. Herald. Dy. av. 1903, 8 06k; April 
1904, 4,284, Jerchaxts' canvass Herald 
in 80 per cent of Paso homes, C4 El Paso 
daily paper eligible & Roll = Honor, 

Paris, Sévemte, dy. N. Furey, pub. Act- 
wal averuge, 1903, 1,827; tes, 1,881. 


VERMONT. 

sae, Times, daily. F. E. Langley. Aver. 1904, 
Burlington, Free Press. Daily av. 03, 5,566, 
81-2 mos, to Sept. 15, 6.854. At present 6. d00. Ex- 
amined by Association of American Advertisers 
Burlington, News. Jos. Auld. Actual daily 
average 1903, 5,046, sworn av. Aug... 1904,6,161. 


VIRGINIA. 


Norfolk, Dispatch, daily. Sworn average for 
1902, 5,098; for 1903, 27,4823 for 1904, 9,400. 


Richmond, ate months morning. — 


S duplication. r. _— oe cent 2 Richmond 
homes. The State paper. 


WASHINGTON. 
Seattle, Times. Actual aver. circulation Oct., 
Nor. and Dec., 1904, 37.090 daily, 45,450 Sun- 
day. By far largest daily an daily and Sunday in State. 


Dy. av. 1903, 12,7173 Sy., 
Average 6 ~~ 1904, dy., ‘* 
ty MBO. C. Beck 


Tacoma, Ledger. 
15.615; wy,., ‘S01. 
14.872: Sy., 18,294: w 
with, rep., “ibune Bldg., 


WEST VIRGINIA, 


Parkersburg, Sentinel, daily. R.E. Hornor, 
pub. Average for 1903, 2,801 (1054). 


Wheeling. News. Daily paid circw’n 9.707. 
—_ uid circwn 10,829. For 12 months up 
to April 1, 1904. Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 

La Crosse, Chronicle Daily average 1904, 
6,440 (sk). Average Dec. 1904, 6,688 (sk). 

La Crosse, Leader-Press evening. Actual 
average 1904,6,879. Average Dec., 1904, 6,583. 

Milwaukee. Evening Wisconsin, d’y. vg. Wis- 
consin Co. Average for 1903, 21, 981; December 
1903, 25,090; Nov 7, 1904 27,997 (OO). 
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Milwaukee, are dy. A rity 
year end’g Feb.,'04, 28,876; av. 704, 24,808, 


Milwaukee, Journal, daily. pana Co. a 
v. end. Nov., 1904, 86,688. Nov,, 1904, 86,9 
Oshkosh, Northwestern. daiiy. Average for 
1904, %,281. December, 1904, 7.426. - 
Raeine, Journal, Journal Printing Co, 
Average for 1903, 8.70 


Racine, Wisconsin pa weekly, pe 
tablished 1877. Aver. for 1903, 88,181. rst fi 
mouths 1904, 86,754. ‘Advertising, $2.80 per pod 


WYOMING. 


Cheyenne, Tribune. Actual daily average for 
193, 2,709. 


Rock Springs, Independent. Weekly average 
Sor 1903, 1,055. First eight months 1904, Lose. 


BRITISH COLUMBIA. 
Vancouver, Province, daily. W.C. Nichol, 


ublisher, Average for 1903, 5,888, 
December, 190, 8,15 


Victoria, Colonist, ail . Colonist P. & P. Co. 
Average for 1903, 8,695; June, 1904, 4,808. 
MANITOBA, CAN. 
w inatpom. Der Nordwesten, Western Canada’s 
German newspaper, covers rs the entire Comes 


speaking population its exclusive field. 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, ress, daily and weekly. Av. 
erage for 103, daily, 18,824; weekly, 18,908. 
Duily, November, 1904, 28,267. 


NEW BRUNSWICK, CAN. 


St. John, Star. Actual daily average for 
September, 1904, 6,806, 


NOVA SCOTIA, CAN. 








Malifax, Herald (Q©@) and Evening Mail, 
Sworn circulation exceeds 16,000, Flat rate. 
ONTARIO, CAN. 
oronto, Evening Telegram. Dotty. aver. 


08 eB bs4. Perry Lukens, Jr., N 


Toronto. Canadian Impl Implement a Vehicle 
Trade, monthly. Average for 1903, 5,875. 

Toronto. Star, daily. Average year ending 
December 3/, 81,228: ya Dec., 85.294. 

Toronto, The News. Uargest circulation of 


any afternoon paper published in Ontario. Aver. 
ist nine mos. ’04,82,187, Av. for Dec., $7,428. 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1208. 
aver. daily 1904, 28,850 ; wee weekly, 18,886. 
Montreal. Journal of Agi Agriculture and Horti- 
ae Semi-montbly. Average 1904, 61,427. 

treal. Le Canada. Actual average 1904— 

Pg Iocasty weekly, 18.757. 
Montreal. La Presse. Treffle Berthiaume, 
lisher. Actual average 1903, daily 72, 

Average April, 1904, 30.116, 

Montreal, Star,dv.&wy. Graham &Co. Av. 
for 0 dy. 55.127, wy. 12 269 (1145). Six mos. 
d. May 3/,’08, dy. av. 56,147, wy. 122,157. 





Actual 


ub- 
94. 














28 PRINTERS’ INK. 





©O) GOLD MARK PAPERS @0} 





(00) Advertionrs value these 
the mere number of copies 
e sign ©.— Webster's ictionary. 


more for the class and 
Among the old chemists gold was symbolically represented by 


ity of their circulation than for 


Out of a grand total of 23,265 a eyeepe pated bs me fe: 1904 issue of Rowell’s American corre. 


r Directory, one hundred and nine are a: 
sod re lained above. 


m all the others by the so-called gold 





marks (© ©), the meaning of which is expl: 
Announcements under this 


blicati having the gold marks in the 


cost 20 cents per line - week, S > ines (the smallest advertisement accepted) cost 
re) 


Directory, 
$20.80 tor a full year, 10 per cent 


unt, or $18.72 per year spot cash, if paid wholly in advance. 





yery 
dvertiser 


does well to study the three sets of small advertise. 





(A Roll of Honor )} 


THE WANT-AD MEDIUMS 


& Range Cetoas of Wass Oastoet te @ Popular Vote for the 
jewepuper ia Which It Appears. 














{(©©) cop MARK PAPERS(@@)} 


MASSACHUSETTS. 
BOSTON EVENING TRANSCRIPT (©6), estab- 
lished 1830. The only gold mark daily in n. 


BOSTON PILOT ( ), evel Roeurdey Roman 
Catholic. Jas. Jeff: efirey Roche, edito i 
MICHIGAN. 


Grand Rapids, 4 ~~ tual Record On 
national paper in its field (OS). Culy 


MINNESOTA. 


TENORTHWESTERN MILLER 


lis, M $3 pe . Covers 
a en, aa ‘flour trad trade ie alt over tae wer world. The 
only “Gold Mark” milling journal (QO). 


NEW YORK. 
THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 


ENGINEERING NEWS (@©).—The highest tech- 
nical authority in journalism.—Brooklyn Eagle. 


BARDWARE DEALERS’ MAQASIEE. 

Im 1904, av e issue, 17,500 (OO) 

D. FT. MALLUTT, Pub... 253 Broaaway, N. Y. 
THE NEW YORK TIMES (© ©), Times 


juare, 
“Alithe news — fit to print.” Net circulation 
in metrop district exceeding 100,000 copies 








Examination reveals the fact that every paper 
‘announced under either of the ebove captions is 
one of peculiar valué: that to gain admission in 
the Roll of Honor or the Gold Mark List it is 
wecessary that the paper shall be possessed of a 
specified distinction that. costs nothing but that 
foney cannot buy. 

In some instances a paper may be entitled to a 
position in two of the lists. Such a paper must, of 
Gecessity, be of peculiar value. What, then, shall 
be said of a paper that is entitled t6 mention under 
all of the three headings? 


WASHINGTON, D. C. 
THE EVENINGSTAR (©©), Washington, D.C. 
Reaches 90 of the Washington homes. 





ILLINOIS, 
TRIBUNE (¢ ). Only pa Souus eae'tring 
ceiving this of. Se! because TarBUxE ads bring 
satisfactory results. 


BAKERS’ HELPER, (@ ©), Rs (@ ©), , Chicago, ante aete 
— baking journal. Oldest, en 
wh. Subscribers in every State and ahaa. 


KENTUCKY. 
THE QOMRIER-JOURKAL ©.®), Lostovife, 
daily, 8 ond weekly. Not only 
aa 0! 


ied 
spe special ‘rain of its 
eart of the w t) “ Blue-grass 
has a Slareer circulation in that 
than apy other daily. 


daily. 


ELECTRICAL WORLD AND ERGINEER (© 90), 
established 1874; covers foreign and domestic 
electrical purchasers; largest weekly ciroulation. 


BUFFALO COMMERCIAL (@©). Desirable 
because it always produces satisfactory results, 


CENTURY MAGAZINE (@ ©). There area few 

ople in every community who know more 

Ean al all the others. These people read the 
Y MAGAZINE. 


NEW YORK —— ee ©). p. dali and Sun- 
day. Establish rvative, clean 

and w AY one Fenders’ "eRe. 
cont intellect and isos e power toa hi 
grade advertiser. 


Onio. 

CINCINNATI Enquinss, mes” Bat a me al 
ential—of world-wide f: advertising 
medium in prosperous Middie Rates and 
information supplied by Beckwith f N.Y. ~chicag. 


PENNSYLVANIA. 
THE PUBLIC LEDGER (©6), the ONLY news- 
per admitted aoe thousands of Philadelphia 
ay *Philadelphia’s dmarks: Independ- 
ence Hall and Pabive Ueleer. ” Circulation grow- 
faster than for 50 years; leader in 
Fdocational, Book, Real Estate, Auction, and ali 
other Sendited o1 advertising that coun 


THE PITTSBURG DISPATCH (QO), Pittsburg, 
Pa. Delivered in more homes in Pittsburg than 
any other two Pittsburg newspapers. 


SOUTH CAROLINA. 
THE STATE (@©), Columbia, 8. C., reaches 
every purt of South Carolina, 


ithe 
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VIRGINIA. 


NORFOLK LANDMARK (© 2 the recognized 
medium in its territory for investors. Holds 
certiticate from the Association of American Ad- 
vertisers of bona fide circulation. If you are in- 
terested, ask to see voluntary letters from ad- 
vertisers who have gotten splendid results from 
LANDMARK. 


WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(QO), one of the Golden Dozen Newspapers. 


NOVA SCOTIA, CAN. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL. Circulation exceeds 16,000, flat rate. 


THE TORONTO GLOBE (co 


Canada’s National New: r. United States 
representatives. BRIGHT & VERREE, New York 
and Chicago. Sworn circulation exceeds 50,000. 


THE SIX BEST MAIL-ORDER 
MEDIUMS. 


THEODORE P. ROBERTS, 
General Advertising Agent. 
112-114 Dearborn Street. 

Cuicaco, Jan. 25, 1905. 
Editor of PRINTERS’ INK: 

If I were confined to six papers or 
lists for a mail-order proposition, I 
would take the following mediums: 
Lupton’s papers, Farm Journal, 

agazine, Sawyer Trio, New 
Review. 








Woman’s 
Ideas, Twentieth Centur 

Yours truly, 

THEODORE P. RoBERTS. 





H. E, Lesan Company. 
Advertising. Newspapers, Magazines. 
Street Cars, Outdoor Display. 
Third National Bank Building. 

St. Louis, Jan. 26, 1905. 
Editor of Printers’ INK: 

Your postal regarding the six best 
mail-order publications is at hand. The 
list submitted is undoubtedly an excel- 
lent one, but we should say that it 
would depend altogether upon the prop- 
osition as to what magazines would be 
considered the six best. We do not 
think there is any hard and fast rule 
for the selection of the best medium in 
any class. Yours truly, 

H. E. Lesan Company, 
Hh. S. Gardner, Vice-President. 
—_—+or——_ - 


New York, Jan. 30, 1905. 
Editor of Printers’ INK: 

In reading the article on that page 
under the caption, “The Six Best Mail- 
Order Publications,” I note a corre- 
spondent suggests striking out “the 
last named publication (Collier’s Week- 
ly) and substituting for it the Delinea- 
tor.”’ 


I immediately understood that you 
believed that the letter with the above 
suggestion emanated from this office, 
and as Mr. Balmer has been in Cuba 
for several weeks, and knowing that I 
had not written you on the subject I 
asked our representatives about it, but 
the letter was news to all of them. 

While the unknown correspondent 
thought the Delineator one of the six 
best mail-order publications, I am sorry 
that he named any particular one publi- 
cation to be omitted from the six given 
by Mr. Hamblin. If I had written to 
you on the suvject, it would have been 
to the effect that we have unsolicited 
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testimonials on file in our office showing 
that the Delineator is the best publica- 
tion according to the experience of 
those mail-order advertisers. 

I think that any one knowing the 
volume and class of business handled 
by the different agencies can_ easily 
recognize an opinion and its value. It 
was for that reason that this office did 
not reply to the statement that the six 
leading mail-order publications did not 
include the Delineator. 

The largest mail-order advertiser, of 
one particular line, in the entire world 
has missed only five issues of the De- 
lineator during the past sixteen years. 
I wonder if he ranks it first of all 
the publications he uses? Certainly no 
other publication has been the recipiem 
of as much of his money. 

Yours truly, 
F. R, Barnarp, Office Mgr. 


- eS es 
“PRINTERS’ INK” AS A CURE FOR 
PHILIPPINITIS. 


Fort LEAVENWORTH, KANsAs, 
January 22, 1905. 
Editor of Printers’ INK: 

The 6th U. S. Infantry will sail Feb- 
ruary 28th next for a second tour of 
trying service in the Philippine Islands. 
_ One of the best preventives of home- 
sickness and that dreadful disease which 
—for want of a better name—the doc- 
tors call “Philippinitis,” is plenty of 
wholesome reading matter. As we have 
no fund for supplying this, except by 
the generosity of friends, I write to ask 
if you will kindly contribute 
uable paper for our regimenta 
room. 

If you_can do so, send after March 
1st to The Chaplain, 6th Infantry, 
Manila, P. I.. Thanking you in ad- 
vace, I am, Very sincerely yours, 

ouN A. RANDOLPH, 
haplain 6th Infantry. 


our val- 
reading 





> 


“NUDE IN ART.” 
Office of 
Frep, W. Lyons, 
419 West Main Street, 
Lovisvitte, Ky., Jan. 27, 1905. 
Editor of Printers’ INK: 


Will ge be kind enough to advise 
me of the name of a first-class artist in 
the ‘nude in art,” if this request comes 
within the province of your business. 
Yours very truly, 
Frep, W. Lyons, 
——- +o 
EXTREMELY MODEST. 
Penn Mutual Building, 
Boston, Jan. 30, 1905. 
Editor of Printers’ INK: 


Replying to yours of Jan. 28, when 
the “small list of other advertising 
agencies” have got through and you then 
think “hell is still yawning for more 
copy,” write me again, but I judge from 
your quotation that there must be a 
plenty of advertising agencies anxious 
to give their time for writing copy and 
so will get more than you really need 
which is ge for saying wait for 
mine, ery respectfully, 

J. W. Barer, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the requisite grade and class, cost twen 


capes ee per line per week. Undera 


YEARLY contract, two lines (the smailest advertisement acce; 


cost $20.80 for a full year, ten per cent discount, or $18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
f yee TIMES prints more “Want” and otherclas- 
sified yr than the other five 
newspapers in |.0s Angeles combined. it is the 
medium for oan exc e of commercial intelli- 
gence throughout the whole Southwest. 
Rate—ONE CENT A WORD FOR EACH INSERTION ; 
minimum ro 2% cents. oraen daily average 
for year 1903, 36,656 copies. Sunday circulation 
regularly exceeds 51.000 copies. 


COLORADO. 
T= Denver Post, Sunday rer ~~. 29, ope 
contained 4 147 classified ad tal of 8 
columns. The Post is the big Want a ot 
the Rocky oe region. The rate for Want 
advertusing in osT is five cents per line 
each insertion, seven words to the line. 


CONNECTICUT. 
| ies Conn.. RECORD covers field of 50,000 
ulation; working people are skilled 
mechanics. Classified rate, cent a word a day, 
five cents a word a week. “Agents Wanted,” 
etc., half cent a word a duy. 


DELAW ARE, 
ILMINGTON people use the EVENING JouR- 
NAL for “Want ads.” Foreign paeiemeaed 
can safely follow the home example. 


N Delaware the onl daily Lg that ae 
I antees cireulat tion is E Every Evening. 
carries more classified cope = B than all the 





other Wil papers co! 
DISTRICT OF cau UMBIA. 
[as Washington, D. C., EVENING STAR (©©) 
carries DOUBLE the number of Want Abs of 
any other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GEOKGIA. 
HE Atlanta JOURNAL carries three times as 
many Wants as its «hief competitor. 


ILLINOIS, 


EORIA (Tll.) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 


;T=s ne DAILY News isthe city’s “Want 
ad” tory. it pu wwe he the year 
“e 


1903 10. 781 ‘columng of * advertising, 
—— of 634,626 individual advertisements. 
these 205,556 were transmitted to the DaILy 


aoe office by telephone. No free Want ads are 
5 ie DAILY NEWS rigidly excludes all 
objectionable advertisements. ‘Nearly every- 
body who reads the English language in, around 
or about Chicago reads th e DAILY News, ” says 
the Post Office Review. 





INDIANA. 


HE Indianapolis News ce ¢ the year 1904 
printed 125,207 more classi advertise- 
ments than all other wore of Indianapolis 
combined, printin; J ay Ee Saeed separate 
Want ads du! that tii 


HE Muncie Stak is the en Want ad 

medium of Muncie. It prints four times as 

— classified advertising daily as all other 
uncie dailies combined. 


Ts; Indianapolis STAR is tl Stak is the Want ad medium 
of oe. lt printed during the 
ear of 1904 . 313 lines of Wantads. During 
ihe 3 month o ber the STaR printed 17.335 
lines of laeeified financial advertising. This is 
4.275 ——- more than —— by any eer e- In- 
| ong 8 newspaper fo: e sAme per 
News in December, 1904, printed 13,060 lines; the 
Sentinel 4,516 lines, and the Sun 2.630 lines. The 
lis _— accepts no classified advertis- 
ing free. The rate is one cent per word. 











HE MARION LEADER is recognized as the best 
result getter for or want a ads, 


HE Terre Haute Star carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


fPHE Star I e, composed of Indianapolis 

STAR, Munele STaR and Terre Haute STAR; 
general offices, Indianapolis. Rate in each, one 
— word, combined rate, two cents per 
wi 


1OWA. 
‘I\HE Des Moines Capita guarantees the larg- 
est circulation in tne city of Des Moines of 
any 1 newspaper. it is the want ad medium 
of lo Rate, one cent a word. By the month, 
$1 per wiine, It is Published six evenings a week. 
Saturday the big day. 


KENTUCKY. 
7 ,Re Owensboro DAILY INQUIRER carries more 
Want ads every week than any other Owens- 
boro newspaper carries in any month. Fighteen 
words one week, 25c. 


MAINE. 


‘HE EVENING Express carries more Want ads 
than all other Po: tiand dailies combined. 


MARYLAND. 
'q.HE Baltimore News carries more Want Ads 
than any other Baitimore dail lt is the 
recognized Want Ad medium medium o1 timore. i 


M ASSACHUSETTS. 
> » CENTS for 30 words, 5 days. DAILy ENTER- 
©” prisE, Brockton, Mass., carries solid puge 
Wantads. Circulation exceeds 10 


Ter. BOSTON EVENING Tnasecnre is the at 
resort — for New Englanders. hey 
pect to find all good places listed in its adver- 
tiene columns, 


SHE BosTON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field, and pee Ah ‘oipemeeeneel 
is paid for at the estavlished rates. 


OSTON GLOBE, daily at and am in 1904, 
carried 141 = more “Want” ads than an, par 
other Boston paper. It printed a total of 417; 
classified advertisements, and pe pt J one of them 
was paid for at the regular te, and there 
were no trades, deals or discounte. 


MICHIGAN. 
Gsquaw COURIER-HERALD (daily), only Sun- 
day paper; result getter; circula _ in ex- 
cess of 11,000; Ic. word; gc rd; se. subsequ juen 


MINNESOTA, 
To Minneapolis JoURNAL carried over fifty-six 
cent more Want ads during 1904 than 
any pts Minnea) — daily. No free Wants and 
me mas ants. Circulation 1993, 57,039; 


pH St. Pavut Dispatcu is the leading “Want” 

medium in the Northwest, read and relied 
upon by everybody in its city and territo 
more paid circulation than the other St. ‘Saud 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044; now 57,624. 


T= atigel pan TRIBUNE is the ‘geet yee 
ad of } d has 
been for emer ears. It is the Didest Minne 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. Its evening edition 
alone has a larger circulation in eee aan — 
many thousands, than any other eve: 
It publishes over 80 columns of Want a vertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of paid Wanted advertisements or the 
amount in volume. 
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MISSOURI. 
HE Joplin Giose carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, 1 


) 


[HE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 35 
columns paid Wants Sunday; 7 to 10 columns 
daily. Kate, 5 cents a nonpariel line. 


NEBRASKA. 
HE L‘ncoln Damy Stak, the best ‘Want Ad” 
meiium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. lates, 1 cent 
per word. Sunday Want ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DAILV STAR. Lincoln, Neb. 


NEW JERSEY. 
| Ager BETH DalILy JouRNAL covers population 
of 95,000. Largestcirculation. Brings re- 
sults. Only “Want” medium. Cent a word. 


NEW YORK. 
HE Post-ExPREss is the best afternoon Want 
ad-medium in Rochester. 


LBANY EVENING JOURNAL, Kastern N, Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great 
est Want ad d in W b County. 





tg Binghamton the LVaDER carries parget at- 
ronage; hence pays best. BECKWITH, N. Y. 


ems NEWS with over 87,000 circulation, 

isthe only Want Medium in Buffalo and the 
Grongess Want Medium in the State, outside of 
New York City. 


HE TimEs-UNION, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in we and 
arantees a circulation greater than all other 

y papers in that city. 


L gpeeiceey INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing novelties, printing. a circulars, 
rubber stamps, office devices. adwriting, half. 
tone making, and practically anything which 
interests and ap) is to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat : six words toa line. Sample 
copies, ten cents. 


OHIO. 
N Zanesville the TIMES-RECORDER prints twice 
as many Want ads as any other paper. 


HE Zanesville SIGNAL reaches 64 towns in §8. E. 
Ohio, also 68 rurai routes; 4c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, 1c. per word. Largest circulation 


7a MANSFIELD News publishes daily more 
Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 

or less, 25c.; one cent per each additional word. 


OKLAHOMA, 
Ts OKLAHOMAN. Okla. City, 9,401. Publishes 
more Wants than any four Okia. competitors, 


PENNSYLVANIA. 


TH Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
other paper. 





BoLLetin Want ads pay. because “In Phila- 

delphia nearly everybody reads THR BUL- 

LETIN.”” Net paid daily ave circulation for 
T, 190,825 copies. (See Roll of Honor.) 
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ILKES-BARRE (Pa.) TimEs. Circulation over 
11,000 daily. Classified rate, 5 cents a line. 


SWORN CIRCULATION 1904 


German 
Daily Gazette 


PHILADELPHIA. 
Daily Average, - 49,083 
Sunday - 37,398 


VERMONT. 
lige Burlington DaILy News is the popular 
ees and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington territory. 


VIRGINIA, 

HE News LEADER, published every afternoon 
except Sunday, Richmond, Va. Largest 
circulation by long odds (27,414 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 

counted as Jess than 25 words; no display. 


WISCONSIN. 
N° paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 


ANESVILLE GAZETTE, daily and_ weekly, 
e reaches 6,500 subscribers in the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA, 


N\HE Halifax HERALD (QO) and the Ma1t—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada without exception. (Daily 

85,500, Saturdays 105,000.) Carries more want ads 
than any French newspaper in the world. 


NHE DAaILy TELEGRAPH, St. John, N. B., is the 
want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada. Want ads ove cent a word, 
Minimum charge 25 cents. 


fet Toronto DAILY STAR is necessary to any 

vertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other ‘toronto er. Sworn daily average 
circulation, December, ’04, 35,294. 


T= Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FamMILy HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any other weekly paper in Canada. 


PARTICULAR feature of the Toronto EvEn- 

ING TELEGRAM’S Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments accepted. This gives the public perfect 
confidence in them, and next to the large circu- 
lation is perhaps the greatest reason w y they 
bring such splendid results to the advertisers, 


HE Winnipeg Free Press carries more 
“Want” advertisements than any other 
daily paper inCanada and more advertisements 
of this nature thun are contained in all the other 
daily papers published in the-Canadian North- 
west combin Moreover, the FREE PRESS car- 
ries a larger volume of general advertising 
than any other daily raper in the Dominion. 


BRITISH COLUMBIA. 
TT Victoria COLONIST covers the entire prov 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday (OoLonIsT than in any other paper w 
of Winnipeg. One cent a word each issue. 
ple copies free, 
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Gains and Losses of Chidg 





A newspaper may grow in two ways—first, in circulation, by which its favingigh the 
age, by which its remunerative power as an advertising medium is measured. 
THE DAILY NEWS presents the following statistics of the newsppibusine 


AS TO CREUL 


The average number of copies of The Daily News sold daily in 1904 y beds 
The average number oi copies of The Daily News sold daily in 1903 wH§....... 





The average daily growth for the year 1904 WaS..........ccecceeeessserisflesscees 
THE Dally NEws regrets its inability to quote the circulations of the othe@icago 












no other Chicago newspaper makes a complete, detailed publication of the actu siff of all 
AS TO ADHER’ 
The total number of columns of advertising printed by The Daily News cuigfthe la: 
Display. 
CNS Sb pbsbusscavewoehescneassae een eae saenne 14,861 columns. 
MMMM yyasssuteheses: oss, pasaevansnessepowss 14.702 columns, 
OS re ey nn ee ere 13,358 columns. 
The total number of columns of advertising printed by its two nearest compij[>rs—th 
The TRIBUNE, Display. 
ECL si descsekans csr ekes eadcasoasosbasvausule 13,311 columns. 
ON rrr err re 14,013 columns. 
Ns isk iiss h65036805040%50864K8ss0s essere 14,608 columns, 
The RECORD-HERALD. Display. 
MONE BEBicasnssu'sssss0s0nsesessecbous'caseewavers cee 12,007 columns. 
EE sis basses n'esWi 6650 a0epsacsaesnsoacecaet 12,906 columns, 
PN Rea ick ns ec sncaunsessevecessesotesuescsensnda 12,027 columns. 


THE DAILY NEWS, published only 310 days during the year 10 (™fdays 
Chicago. It printed 1,391 columns more than its nearest competitor, the 77/dum, Bich we 
paper in Chicago which has shown a growth each year for the last two years inbiiMlispla 
advertising in 1904 than in 1903 except THE DaiLy News, the Record-Hera/d, viggimade 
a marked increase in both displayed and classified. The most serious advertising lf r of the 
evening and Sunday issues, showing a loss or 2,163 columns, and the latter (week+<ajornin, 


The complete record of advertising printed by all the Chicago newspapers fotgme year 




































































_Display Cols. | Classified Cols. | Total Column. 
~ . 1904 "14,861.89 11,095.17 25,957.06 
SRRy AO Risinn <se00uer eevee } 1903 14'702.06 10,781.02 25,483.08 
159.83 Gain ‘S14. 15 Gain ‘473. 98 Gain 
; 1904 13,311.09 11,254.01 24,565.10 
ME iu vesoboncasxasedsen { 1903 1 4,013.30 10,693.75 24°707.05 
702.21 Loss 560.26 Gain 141.95 Loss ; 
§} 1904 12,007.00 *8,180.34 20,187.34 = 
Record-Herald.........+++. *71 1903 | 12°906/%4 51305.33 is.211 57 Evenir 
899,24 Loss | 2,875.01Gain | 1,975.77 Gain 
ae 1904 | 12,158.68 1 813,01 13,966.69 
American—Ev'g & Sunday{| 193 | ii'ii8 2001.50 16,130.68 
1,975.50 Loss 188.49 Loss 2,163.99 Loss } 
4 1904 780.84 924 11,705.67 
Inter-Ocean .............00. { 1903 = 4.40 619177 3 "536.17 ost... 
563.56 Lo 1 f 1,830.50 Loss 
in ), 549.4 
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idgo Newspapers for 1904. 


th the public as a newspaper is measured; second, in volume of advertising patron- 





s fave 


newsppgubusiness in Chicago for 1904, with comparisons for preceding years: 


) CHEULATION. 


ODUM tie ssseesepedsrese 3000s Seice nese sean peal ccetscscebsusbuescaseeneeusaea 319,539 
1908 WEE, scaéeceesswees ee Re a MCG L Cian Paice hic oceaicu aan wa vaven sie sea wvaMees 305,534 
sco ea ie RE EO SRE acca a 116 eis achoccie aha gulslea Saeco wlewaa owen 14,005 


e other @icago newspapers, and this because, with the single exception of the Record-Herald 


1Ctual aiff of all its editions. 

> ADMERTISING. 

ews duiggthe last three years has been as follows: 

Classified. Total. 

mns. 11,095 columns. 25,956 columns. 
mns, 10,781 columns. 25,483 columns. 


10,648 columns. 24,006 columns. 


t compiiirs—the 7ribune and the Record-Herald—during the last 3 years has been as follows: 
q Classified. Total, 


mins. 


mins. 





11,254 columns, 24,565 columns. 
mns. 10,693 columns. 24,706 columns. 
ms, ff 10,963 columns. 25,571 columns. 
" | Classified. Total. 
mns. 8,180 columns. 20,187 columns. 
mns, f 5,305 columns, 18,211 columns. 
ms, f 5,382 columns. 17,400 columns. 


at 10)MMdays and four holidays omitted), printed more advertising than any other paper in 
yr ibum, h was published 366 days, including Sundays and holidays. It is the only news- 
ars in bogflisplayed and classified advertising. All newspapers in the city printed less total 
ald, wii made a notable increase in its classified advertising, and the Journa/, which shows 
rising IMof the year was suffered by the American and the Examiner, the former, including 
(weekdaiornings) a loss of 3,351 columns. 


apers forge years 1904 and 1903 is as follows: 























olumns. |B Display Cols. | Classitied Cols. ; Total Columns. 
6 | 1904 5,945.22 2,078.32 8,023.54 

8 EC ee ae { 1903 5,056.65 1,384.75 6,441.40 

8 Gain 888.57 Gain 693.57 Gain 1,582.14 Gain 
0 : 1904 4,649.75 2,281.18 6,930.93 

F i hronicle cece coves vcccoccces { 1903 5,934.05 Pile 8,058.17 

5 Loss | 1,284.30 Loss 157.06 Gain 1,127.24 Loss 
: | Evening American......... { ieee oes oy sire 8 

7 Gain f 1,160.65 Loss 139.19 Loss 1,299.84 Loss 

j 

9 / : 1904 3,432.54 1,690.20 5,122.74 

: PPraminer............, oe { 1903 | 6/360.77 2,113.96 $,474.73 

9 Loss 928.33 Loss 423.76 3,351.99 Loss 
7 1904 3,889.15 479.31 4,368.46 

~ Obras vawalnah dee eoccccecce { 1903 4,628.78 600.34 6,229.13 

0 Loss 739.63 Loss 121.03 Loss 860.66 Loss 








2 (began infe), 649.42, 
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A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


—_—ena" 

(@ Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
doliars a hundred. Being printed from stereo- 
type —_ it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollarsa 
hundred, 





ADVERTISING RATES : 

Advertisements 20 cents a line, pearl measure, 
15 lines to the inch ($3); 200 lines to thepage ($40). 

For specified ition selected by the adver- 
tisers, if granted, douvle price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come tohand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for 

Two lines smallest 
words make a line. 

Everything appearing as reading matter is in- 


Be. ree. 
All advertisements must be handed! in one 
week in advance. 

Aavertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


rata. 
vertisement taken. Six 


nn 
Cuares J ZINGG, 
Editor and Manager. 
OFFices: No. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-62 Ludgate Hill,EC 


NEW YORK, FEB. 8, 1005. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















Mr. Percy ALEXANDER has sold 
the Banner-News, St. Charles, Mo., 
to M. E. Hultsch, formerly owner 
of the News, Canby. Minn. The 
negotiations were conducted by the 
Chicago office of C. M. Palmer. 





Frank H. Sisson has resigned 
his position with the editorial staff 
of McClure’s magazine and has 
become assistant secretary of the 
American Real Estate Co., 290 
Broadway, New York. This cor- 
poration is entering on an ex- 
tensive campaign of advertising 
under Mr. Sisson’s direction, the 
business being placed by the Ben 

Hampton Co. 7 West 22d 


street, New York. 
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Tue Pfaff Sewing Machine, 
made by Wilhelm & Co., London, 
is advertised by means of thimbles 
distributed throughout the British 
Isles, with the word “Pfaff” 
enameled upon them 


THE Frank Presbrey Company, 
3 West 20th street, New York, are 
just startin; on a campaign of 
publicity for Suchard Chocolate in 
the United States. This is one 
of the best known of Swiss brands, 
but has never been previously ad- 
vertised in this country. 


SINcE the consolidation of the 
Bolton Drug Co., operating a chain 
of stores in Brooklyn, with the 
Riker Drug Co., which operates 
stores and an extensive laboratory 
in Manhattan, an unusual amount 
of newspaper advertising for New 
York druggists has been placed. 
The name of the Bolton stores are 
being changed to “Riker.” The 
Riker laboratories manufacture an 
extensive line of perfumes and 
toilet articles which have been ad- 
vertised for a year or two in the 
magazines. It is understood that 
the magazine advertising during 
the coming year will be extended 
materially. The business is placed 
by the Ben B. Hampton Co. 7 
West 22d street, New York. 


AN excellent statistical booklet 
from La Presse, the Montreal 
French daily, is capable of awaken- 
ing any advertiser to the import- 
ance of Canada’s French popula- 
tion, its figures being forceful and 
clear. According to government 
census the French comprise eighty 
per cent of the population of Que- 
bec Province, in which La Presse 
circulates, and _ seventy-five per 
cent of the people of Montreal are 
French. Montreal has 45,000 
French homes, and the dailv aver- 
age city circulation of La Presse 
the past year has been more than 
enough to supply a copy of the pa- 
per to each French home in the 
city of its publication. The total 
daily average during 1904 was 85,- 
440, the Saturdav issues averaging 
100,000 copies. This, it is said, is 
50,000 more than the circulation of 
anv other French daily in Canada, 
and 30,000 more than any Canadian 
English daily has. 
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IT FITS EVERY CASE. 


The editor of Rowell’s Newspa- 
per Directory publishes at the head 
of his page of explanations the 
following sentence: 

Those who consult this Directory for 
newspaper circulations should bear in 
mind that it does not purport to give 
the actual issue of the paper for the 
day the book is pl al to, but the 
average issue of the paper in question 
for a whole year preceding 4 some 
weeks or months the date of the pub- 
lication of the book. 

The reason for this is that a rule 
has to be adopted that will fit 
every case, and taking all papers 
together advertisers generally 
think they can form a more ac- 
curate estimate of what the circu- 
lation of a paper is now, by know- 
ing what it was for a year just 
past, than by a publisher’s estimate 
of what he is “going to do” in the 
year that is ahead of him. One of 
the most persistent kickers against 
the directory system is that old 
and excellent ‘agricultural paper 
the Rural New Yorker, which will 
always tell most gladly how many 
copies they will print next year, 
but wild horses cannot pull out of 
them any definite information as to 
the number of copies they actually 
did print last year. A paper cov- 
ering, in part, the same field as the 
Rural, takes the same ground: 

Cutcaco, ILt., Jan. 23, 1905. 
Editor of Rowell’s Newspaper Directory: 

We do not care to give you last year’s 
record because it is an entirely unfair 
and unreliable criterion to go by for the 
coming year. Our business is experi- 
encing a wonderful growth. Our cir- 
culation this year is double what it was 
last, and we absolutely guarantee this to 
advertisers. Our circulation should go 
in aS 20,000 or not at all, 

Very truly yours, 
Frank Heck, Editor, 
Successful Poultry Journal. 

A still more interesting specimen 
of a newspaper man who apparent- 
ly has the same views entertained 
by the Rural New Yorker and the 
Poultry Journal is shown in the 
letter printed below from a Penn- 
sylvania weekly, now having a 
‘JKL” rating in the Directory, 
which means that it is not sup- 
posed to print regularly more than 
a thousand copies: 

Youncsvitte, Pa., Jan. 24, 1905 
Editor of Rowell’s Newspaper Directory: 

I have been in charge of the Youngs- 

ville Citizen (as owner) about four 
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months now. I wish to have my paper 
listed in your Directory at the actual 
sworn investigated circulation. I am 
now commencing a subscription cam- 
paign and expect to publish a paper that 
will bring in new names as well as hold 
the old ones. At the present I have a 
rather reduced list owing to the fact 
that I cut off everybody who was not 
paid in advance. But I think before 
the first of next July, I will have 1,000 
names on my list, and before the first 
of 1906 2,000 names. I don’t want, to 
wait a year to get ¥ circulation rating 
established. I will therefore make you 
an offer. I’ll have my list examined by 
several men in this place (your choice 
from commercial agencies) and forward 
their sworn statement to you, or if it 
can be arranged, without too much ex- 
ense, I’ll pay for a good man to come 
ere and do this. If I do this, I will, 
of course, expect the plain facts, nothin 
else to be listed in the Directory. I 
I want to say any more. I’ll buy space 
of my own and say it. There’s an old 
saying that life is too short to “wait 
awhile,” hence this proposition. 

I am twenty-two years old, started in 
here with $50 (borrowed), nothing else 
but a most diversified newspaper train- 
ing and a card in the Typo-union. Have 
lost the card by so doing, but not the 
knowledge that gave me the card. I 
know that a greater portion of the ad- 
—s public base all their claims on 
your irectory—know also that in 
most cases it is reliable. Can be cheat- 
ed, however, hence I want it to be ab- 
solutely certain about the Citizen and 
the value such a course, if pursued, 
would have as an ad, would not be 
inconsiderable. By the way, is there 
any prejudice against this part of the 
United States, Warren Co., in the minds 
of the advertisers? I have been re- 
peatedly told that there is, but am of the 
opinion that circulation is lacking in 
most cases. It makes a lot of difference 
—of that I am sure. $ 

Awaiting an early reply and hoping 
we can get together in some way on 
this matter, I am 

Very respectfully yours, 
Cart F, Brown, 
Publisher and proprietor of the Citizen, 

Youngsville, Pa, 

It is partly for the benefit of pa- 
pers like the Rural, the Poultry 
Journal and the Citizen that the 
system adopted by the Directory 
of allowing a newspaper man to 
print in the book whatever state- 
ment he may choose to insert to 
follow the words “Publisher’s An- 
nouncement:” only for the space 
he so uses to tell his own story, in 
his own way, he is required to con- 
tribute, out of his own pocket, to- 
wards the expense of publishing the 
book the moderate compensation of 
one dollar for each and every line 
his statement occupies. If the story 
calls for so much as twenty lines 
(120 words), however, he is al- 
lowed a five per cent discount 
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from the gross charge of $20, pro- 
vided he sends a check in payment 
with his order; furthermore, in 
consideration of the check and the 
announcement, a copy of the new 
Directory is promised to be sent to 
him as soon as issued, without any 
additional charge, although the 
price of the book alone is ten dol- 
lars net. 





TO BE DISCOUNTED. 


The mathematical sign exhibited below 
is used to express the words ss Jess 


The editor of Rowell’s American 
Newspaper Directory finds it advisable 
to use aconsiderable number of arbi- 
trary signs and symbols to express 
complete sentences or paragraphs, 
New symbols of the sort have to be 
added from year to year. The one 
shown above is the latest adopted, 
and is explained as follows: 


The definition of circulation adopt- 
ed by this Directory is the average num- 
ber of complete and perfect copies print- 
ed during the entire year preceding the 
date of the statement. An occasional pa- 
per, in preparing a circulation re ort, 
omits the words “complete and perfect’ 
and substitutes “grand total of copies 
printed,” or some variation of phrasing 
to the same effect, thereby making it 
appear that the report is not limited to 

MPLETE AND PERFECT COPIES 
but is based on the figures exhibited by 
& press counter, and may include not 
only incomplete and imperfect papers 
but xe of press revolutions as 
well that may be made when no paper 
is running through, Circulation Sones 
in the Directory for 1905 that are 
ceded b pd this mark ~ aie of the c 
acter above described 








What is reported to be “the 
largest advertisement ever publish- 
ed in any medium in the world” 
made its appearance in the Christ- , 
mas issue of the Buitalo Times— 
an announcement of Wm. Henger- 
er & Co.’s department store, that 
city, filling eight pages of fifty-six 
columns altogether, or 1,232 inches. 





Tue Record, Troy, N. Y., put a 
new rate card into effect the first 
of the year, issuing a schedule of 
rates that is commendable for sim- 
plicity. This paper's average for 
1904, according to the publisher, 
was 16,438 copies daily. 


ONE of the common difficulties 
of the European who attempts to 
enter the American market is his 
lack of knowledge of American 
conditions relative to the marketing 
and advertising of goods. It is 
not unusual for a_ well-known 
house in England or France to 
send a representative to America 
and spend a large sum of money 
without appreciable results. In 
nearly every one of these cases the 
article itself is meritorious, which 
has been demonstrated by its suc- 
cess abroad, and its failure to 
achieve equal results in this coun- 
try is very often due to wasteful or 
inadequate advertising. One of the 
most marked successes of recent 
years in the line of foreign mer- 
chandise sold in America, is that 
of Cailler’s Swiss Milk Chocolate. 
The Cailler factory is located at 
Broc, Switzerland, and has been 
operating for many years. Cailler’s 
Chocolates lead all others in sales 
in Europe but were practically un- 
known in America up to two years 
ago, when J. H. Freymann, one of 
the directors of the Cailler Co. de- 
termined to invade America. Mr. 
Freymann came to New York, 
onened a retail store and general 
offices at 861 Broadway, and then 
undertook a systematic campaign 
of investigation. He visited prac- 
tically every section of the country, 
appointing brokers and jobbers to 
handle his product. When this 
work was completed to his satis- 
faction he undertook a campaign 
of magazine advertising. This has 
“ been very successful. Newspaper 
a in some of the larger 
cities is now being prepared, and 
as rapidly as possible will be ex- 
tended to various sections of the 
country. Cailler’s Chocolate has 
been on sale less than two years, 
vet it would be difficult to find a 
town of any importance in the en- 
tire country where it cannot be 
purchased to-day. The demand 
for it is growing steadily, and its 
success proves that any foreigner 
who has a good article will have 
no difficulty in persuading Ameri- 
cans to buy it. The Cailler Cho- 
colate advertising since its start 
has been handled by the Ben B. 
gga Co., 7 West 22d street, 
New Y 








i Mab 0 etal 2 


RAs tint Soi a 











SANNA tani asl iAh a ha IA ee He 








EpGAR M. SWAZEY sold his in- 
terest in the firm of Barnhart & 
Swazey, advertising agents, 107 
New Montgomery street, San 
Francisco, to Mr. G. C, Barnhart. 





SoME surprising figures regard- 
ing Pittsburg’s trade are published 
in Modern Sanitation, the monthly 
periodical of the Standard Sani- 
tary Mfg. Co., that city. Pittsburg 
has four times as much tonnage as 
London cz New York, and holds 
the world’s record for a single 
day’s shipment by water, 399,350 
tons, shipped in June, 1903. Her 
coal production is greater than 
that of either France, Belgium or 
Russia, her steel rail production 
one-fourth that of the United 
States, her pig iron production 
one-eleventh that of the entire 
world, and her petroleum product 
nearly one-fourth of the world’s 
total output. 





“Tue Commercial Interests of 
Chicago” is a booklet containing 
three short addresses made at a 
recent meeting of the Chicago 
Trade Press Association, and later 
repeated before the Chicago Com- 
mercial Association. The latter 
organization has in charge the pro- 
motion of Chicago as a great cen- 
tral market, and the speakers dwelt 
upon the close relation that exists 
between the city’s business inter- 
ests and the trade press. H. R. 
Clissold, publisher of the Bakers’ 
Helper, spoke upon “The Extent 
to Which the Trade Press of Chi- 
cago can Co-operate with the Chi- 
cago Commercial Association.” A 
H. Lockwood, of Hide and Leath- 
er, outlined the power and in- 
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fluence of the trade press on the 
retailer. J. Newton Hind, of the 
Furniture Journal, gave some 
rather surprising statistics which 
he believes show why Chicago has 
lost her supremacy as a great cen- 
tral market. His figures demon- 
strate that the advertising of Chi- 
cago manufacturers and whole- 
salers in representative trade jour- 
nals of that city, such as the Rail- 
way Age, Dry Goods Reporter, 
Chicago Apparel Gazette, Hide 
and Leather, etc., is often less than 
an eighth of the whole, and less in 
volume than that received from 
other cities. Of his own paper he 
said: 

The United States census credited 
Chicago with the production if $12, 
000,000 worth of furniture in the year 
1900. Her next nearest competitor is 
the ve agen. city of Grand Rapids, 
in which, according to the census, there 
was produced $7,000,000 worth of fur- 
niture in the same year. The Furniture 
Journal is the only paper of its class 
published in Chicago. We have absorb- 
ed five different papers. It carries in 
its semi-monthly and daily editions (for 
we publish forty days in each year @ 
daily edition) approximately $30,000 
worth of advertising a year. An exami- 
nation of our books shows that about 
$6,000 of this amount is drawn from 
Chicago furniture manufacturers. Do 
not forget that Chicago is making nearly 
twice as much furniture as is made in 
Grand Rapids. The Furniture Journal 
draws from this interest, not more than 
twenty per cent of its whole patronage. 
There are two furniture papers pub- 
lished in Grand Rapids, the most lib- 
erally patronized of which is the Furns- 
ture Record, ‘the November number of 
this publication contained seventy: 
seven pages of advertising, of which 
thirty-eight and one-half pages were fur- 
nished by Grand Rapids advertisers, In 
other words, while the Chicago spirit, 
or the lack of Chicago spirit, is respon- 
sible for twenty per cent of our business, 
the Grand Rapids spirit is responsible 
for more than fifty per cent of the pat- 
ronage bestowed upon its representative 
paper. 














YOUNC MAN WANTED. 


The services of a young man are wanted for about four weeks’ 
time, part salary and part commission. 
man whether he will serve the four weeks and secure permanent em- 
ployment as a solicitor or whether the arrangement comes to an end at 
Qualifications chiefly required are willingness to labor hard 
and honestly, the ability to carry out given instructions, gentlemanly 





any time. 


appearance, bearing and manners. 


the New York advertising field possibly preferred. Apply by LETTER 
ONLY to CHAS. J. ZINGG, 10 Spruce Street, New York City. 





It will depend on the young 


One who has some knowledge of 
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Tue daily average for December 
of the Chicago Live Stock World, 
according to a report from the pub- 
lishers, was 16,946 copies, against 
15,628 for the same month last 
year. 





FRANK R. NortuHrvup, special 
newspaper _ representative, 220 
Broadway, New York, has opened 
an office in Chicago, suite 1714- 
1715 Tribune Building, -and ap- 
pointed Mr. A. W. Tibbitts, local 
manager. 





TueE Des Moines Capital printed 
104,437 inches of local advertising 
during 1904 in its six issues a 
week, distancing all contemporar- 
ies. The Capital, very properly, 
takes pride in its showing of pure- 
ly local business, and the statistics 
of the year have been arranged in 
a neat. folder. 





Every six weeks the Weekly 
Breeze, Bolivar, N. Y., prints an 
editorial on advertising -for the 
benefit of business men in its terri- 
tory who do not advertise regularly 
or at all. These editorials are 
purely argumentative, and have 
produced excellent results, accord- 
ing to John P. Herrick, the pub- 
lisher. They emphasize advertis- 
ing principles generally, and deal 
with the paper's circulation and 
prestige as a live country weekly. 
Mr. Herrick says: “We allow ad- 
vertisers to change copy every 
issue without extra charge or any 
“kicking” on our part; we edit all 
advertising copy for the reason 
that much of it is hurriedly pre- 
pared and needs it, and we take 
care in reading proof that prices 
are always correctly quoted. In 
fact we try very hard to make 
every line of advertising that goes 
into the paper pay the advertiser. 
This in a measure is responsible 
for our weekly average of 700 
inches of display advertising. 
These editorials have been of bene- 
fit to the Breeze and we believe 
that other weekly newspapers 
would get good results from the 
olan, providing thev took the same 
interest in the welfare of their ad. 
vertisers that they take in that of 
their newspapers.” 


SENSATIONAL advertising is pret- 
ty sure to attract attention, and 
plenty of it. But creating a com- 
motion and convincing purchasers 
are two separate things entirely. 





Tue Ad Club of Western New 
York, now a year old, has 114 
members. At the recent annual 
meeting and dinner the following 
officers were elected: E. F. Olm- 
sted, Natural Food Co., Niagara 
Falls, N. Y., re-elected president; 
De Forest Porter, Sweeney Com- 
panv, Buffalo, vice-president; 
George H. Baker, Chase & Baker 
Company, Buffalo, chairman of 
executive committee ; Finley 
H. Greene, Matthews-Northrup 
Works, Buffalo, secretary and 
treasurer. The membership com- 
mittee is composed of F. A. Part- 
enheimer, chairman, C. C. Ward 
and C. R. Lyddon. After the elec- 
tion a banquet was held. Curt M. 
Treat, Niagara Falls, spoke on 
Municipal Advertising. H. S. 
Houston, World’s Work, New 
York, talked on foreign advertis- 
ing. Those present at the banquet 
were: 

E. F, Olmsted, Niagara Falls; T. F. 
Brown, Sticker Lithograph Company, 
Rochester; J. Donald Morrow, Pearson, 
N. Y.; Edgar T. Welch, Welch Grape 
Juice Company, Westfield; A. F. Sellick, 
Niagara Paper Mills, Lockport; James 

Potsdamer, Ketterlinus Lithograph 
Company, Philadelphia; C. R. Lyddon, 
Atlantic Stamping Company, Rochester; 
Lewis C. Straus, North American, Phil- 
adelphia; F. M._ Randall, Chautauqua 
Fruit Company, Ripley; Will C. Izor, 
Woman’s Home Companion, Springfield, 
O.; Lewis C. Payne, Smart Set, New 
York; Mark A. Silson, Review of Re- 
views, New York; J. H. Wood, J. H. 
Wood Advertising Company, Toronto; 
ny V. Kahle, representing Montreal 
Herald, Toronto; F. A. Partenheimer, 
Franklin Mills, Lockport; Curt 
Treat, Niagara Falls; H. S. Houston. 
World’s ork, New York; De Forest 
Porter, Sweeney Company; George A. 
Baker, Chase & Baker Company; Fin- 
ley H. Greene, Matthews-Northrup 
Works; Richmond C. Hill, C. S, Holmes, 
Sterling Advertising Company; W. H. 
Hooker, Acker’s English Remedies; G. 
A. MacDonald, Lyman D. Morse 
Agency; W. S. Tefft, Matthews-North- 
rup Works; C. Edward Brett, William 
Hengerer Company; Harry Thorp Vars, 
Foster-Milburn Company; Edward 
Kendrick, Matthews-Northrup Works; 
W. E. Boughton, Gies & Co.; Charles C. 
Ward, Sidney Shepard Company; C. F. 
Alward, Buffalo Express; J. C. Moss, 
Moss Advertising Company; F. H. Cal- 
lan. John I. Laney, Wonnake U. Kahle, 
Woodward Chemical Company; Edward 
Dunston, George Kissam & Co. 




























































































At the second meeting of the 
Brooklyn Eagle’s advertising staff, 
held January 12, an address on 
soliciting advertising was given by 
W. H. Campbell, advertising man- 
ager of the Adams Dry Goods Co., 
New York. Mr. Campbell was 
formerly a solicitor himself, and 
his talk was full of practicalities. 
It was reported in full in the 
Eagle of January 14. 








J. A. Everitt, publisher of Up- 
to-Date Farming, Indianapolis, who 
some time ago proposed a national 
organization of farmers to fix 
prices of farm products, now an- 
nounces his intention to establish a 
model city or agricultural com- 
munity, part of the work of which 
will be to publish journals devoted 
to each of the great farm indus- 
tries, as live stock, poultry, dairy- 
ing, cotton, tobacco, fruit growing, 
grain, etc. An outline of his plan 
was printed in the Indianapolis 
Star of January 8. 





THE “EVENING STAR’S” CIR- 
CULATION THE _LARG- 
EST AND BEST IN 
WASHINGTON. 


NOTABLY INCREASED IN 1904. 


The circulation of the Evening 
Star is not only beyond local com- 
petition in Washington, D. C., in 
numbers of papers daily issued, but 
the quality as well as the quantity 
of its circulation is unrivalled. The 
total net circulation in 1904 was 
11,147,613 copies, a daily average 
of 35,502 an increase of 1,419 daily 
over 1903. 

An extraordinary percentage of 
its circulation, unequalled certainly 
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in Washington, and it is believed, 
unsurpassed in any other Ameri- 
can city, goes directly to the homes 
of the people of Washington, 
where its issues find a maximum 
of readers and the maximum of 
attentive reading. It has twice as 
many local readers, as any other 
local paper. It is read as_ the 
family paper in nine-tenths of the 
white homes of the District. It 
is taken regularly in 15,000 homes 
where no other paper is read. It 
roe thoroughly the Washington 
eld. 

Recognition of the fact that the 
Star covers the local ground is 
found in the use made in 1904 ot 
its advertising column. It printed 
that year 23,470.18 columns of ad- 
vertising without publication on 
Sunday, a record unsurpassed in 
the United States, it is believed, 
except by one newspaper. It 
printed in its six issues per week 
1,972.79 columns more than one of 
its contemporaries with seven is- 
sues per week, and 9,589.55 col- 
umns more than its other contem- 
porary, with its seven issues. Ex- 
clading Sunday from the calcula- 
tion it printed 9,767 columns more 
than its nearest competitor, and 
also excluding Sunday it carried 
throughout the year more display 
advertising of local merchants in 
number and quantity and more 
classified advertisements in number 
and quantity than its contempo- 
raries combined. The daily av- 
erage of advertising of the Star 
for the year was 74.74 columns. 
The daily average, including Sun- 
day, of one of its contemporaries 
was 58.73 columns and of the other 
37.92 columns. 








until the latter part of May. 


and check to 


10 Spruce Street, 





The 1904 edition of Rowell’s American Newspaper Directory is 
now out of print, and the issue for 1905 will not be ready for delivery 
The subscription price of the book is 
Ten Dollars net cash. Persons desiring to register a subscription and 
willing to send check with order now, may have a discount of ten per 
cent from the above price, making the net price Nine Dollars,.and to 
these in advance paid subscribers a copy of the very first lot received 
from the bindery shall be sent carriage paid. 


CHARLES J. ZINGG, Manager, 
PRINTERS’ INK PUBLISHING COMPANY, 





If interested, send order 


New York City. 
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is etu. nemishee afatamen 
¢-money paid is not returzabie to the epubusber at any time or u aden Fapy Ciroumstances. 7 














New York. City JAN 27 1905 


IRECEIVED of the Publisher AL Kas, ee a Meter 


One Hundred Dollars 


for guarantee of circulation rating-in Rowell’s American. vereninee onentg 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 





6 Rowell’s He per Directory, 
und@a Sostoiture of one 
spammer Nepuarsntse ts pergetoel sotone se toe ne _—— 


money paid is not returnable to the pu! perpetugl selene’ st the ne tapas 
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ROWELL’S.AMERICAN NEWSPAPER DIRECTORY 








New York City, JAN 28 1905 





RECEIVED of the Publisher of i oa ae lltlisaabar, Le 


vA 


One Flundred Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 


A Ink Pup LtisHiNnc Company, 

















ra oe es for @ full year, is faaranteed by the Directory wate under Ptorteiture of ote hundred dollare, 7: ret person Whe ouc. 
cessful je the accuracy of the said rating. e guarantee thus made, end the forfeiture offered by the Directory. is secured by the publisher of the poser by the 
ment of one hundred dollars to the publishers of the Directory as a permanent deposit. Theguerantee is perpetual so long as the newspaper furnishes statements in de’ 
daly auth ad, and the te be published ‘Tue money paid is not returnable to the publisher at eny time or under any circumstances. 
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ROWELL'S AMERICAN NEWSPAPER DIRECTORY 








New York City, JAN 30 1905 


RECEIVED of the Publisher of v4 ack, Kae Beek, kg 
One Hundred Dollars 


for guarantee of circulation rating in Rowell’s American Mewags per Directory. 








$100.00 








ofa paper. of the actual tse fore fs tp Arabte 6) meric: we Direetory, based u Stacement from 
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eosaile the Soowresy of the said rating. jarantee thus made, an the Di secured by 
aay one buudred dollare to the publishers of the Direct Cy etuslsa ews; Ser furnishes ste 
Guly authenticated and the Directary continpes to be Dubie! ed. Thee Touey pel the publisher ate ty thawe or under any crewmstances. 
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Advertisements. 

All advertisements in “ Printers’ Ink” cost 
“prpd cents a pop each insertion, $/0.40 a 
line per ry per cent discount ma may be 
deducte f pad Jor eg 4 advance of jz ubli- 


cation cae early contract 
me wholly in tf of Of. frat publication 
lay typeand cuts may be used without 


extra cha cf] spec ion is 
asked for aa yp RAE y granted, 
price will be demanded. 


WANTS. 
ANTED—Mail-order men to own their own 


magazine. Address PENNY MONTHLY 
CO., Youngstown, Ohio. 


Ww4 ANTED—Manufacturers’ agents to handle 
our line of advertising novelties. ST. 
LOUIS BUTTON CO., St. Louis, Mo. 


More than 247,000 copies of the morning edi- 
tion of the World are sold in Greater New 
York every day, Beats any two other papers. 


pomnons o open for commuient Rewene 
work all departme' wri 
booklet. FERNALI'S N WSPAPER MEN'S EX: 
CHANGE, 368 Main St., Springfield, 


DVERTISING AGENT wanted for new class 
publication with monthly circe’n_ of 10,000 
among eens business‘houses. Me mg 
of large increase in cire’n. cire’n. “F. F.,” Printers’ Ink 


Ceaaus TYPE—A Cy Cyclopedia of ce- 
Information for the Non-Printer Adver- 
tising Man; Vat ‘typewise”’; 64 pp., 50c. postpaid; 
ag’ts wan’ A.8, ‘ARNELL, 150 Nassau St., N.Y. 
V ANTED by Western advertising agent, man 
ble of writing attractive trade per 
copy. ons catalogues, booklets and direct liter 
aad for arene Address “K.,’”’ care of 
nters’ . 


WANT TO QO-OFERATE with reliable Gen- 
> —_ A] Aavertietns ee in all 
wor exc 


AN eferenees hanged. 
NO. s OOLESBY. ADVERTISING AGENCY, 
Austin, Texas. 


Pettion with agency or live business house. 
Experienced in allk aege advertising _— k, 
cut making, printing. catalogue, building, e' 
Desire make change. Best of references. any’ 
care of Printers’ Ink. 


A: woman (2). capable of doin 
first class work, Page-Davis graduate wit 
some experience, desires position as assistant to 
Advertising Manager in Department Store. 

Addres* “T. B.,”” Printers’ Ink. 


ANTED—Position by an up-to-date, capable 

circulation age seven years’ success- 

ful experience, both afternoon and morning 

ae i ny references, wt resent employed 
W. F.,” care of ters’ Ink. 


VERY ADVERTISER and mail-order dealer 
a read THE W bancm yl MONTHLY, an ad- 
Larg: a | ty any 
advertising ournae in Ame copy 
TERN MONTHLY. 81 Morand 

Ave., Kansas Ce. Mo. 


Tw energetie and responsible young men, 

a — business acquaintances, desire 

be the exclusive representatives in Kansas 

Chay of aoa responsible house. References ex- 

coanned. CAM an CHAPMAN, 304 Chapman 
Bidg., Kansas City,Mo. Mo. 


DYGRTESING and dsp nen can find new Sdone | 
Sypography and | splay in every issue o' 
THE PRINTING A RT. ple Sony of this 50 cent 
ron a on 8. an 25 cents in smamps. if 
ters’ Ink is mentioned. THE UNIVERSITY 

PRESS. Cambridge, Mass 


ANTED—Experienced circulation manager, 
referably one who has had experience on 
mon Tey a gd along with a training in 
- peer field. This offer is from a = 
al ————. and there is a 


° nin; for the rig 4 cIROULA- 
TION MANA AGER, 1 Printers’ I n 


ALARIED MEN—If youat 7 are lechtag fora 
sition ofany kind, send for application 
i) All classes of reliable men whose creden- 
tals have 1 sie free and awe in- 


i os; ree to. m 
CREDENTIAL Nae T T CORPORATION, 
‘esis. Ly ts York 
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—_ newspaper man with some capital 

© take management of hata > oa r 
established over 20 —- in ng 
public of over 


Im prospero 
50,600 people, Will give, Tet 


the ap; vpiteant o- proper references of 
” more needed than large 


ability. Large a hy 

capeeed, Small abili om Lagr with large capital) 
will not be conside: Address Box 356, vi- 
Py RI, 


ER BUSINESS at home or office dur- 
ing ope spai h— hours or evenings, under our success- 
system; small expense starts you, We fur- 
nish complete outfit, catalogues, stationery, ad- 
vertising, etc., supplyin merchandise as orders 
come into you. A fine business; cash coming in 
oo. Exceptional line mail order goods. 
logue and complete information for 4c. CHI- 
CAGO SPECIAL Y CO. (Est. 1885), Chicago. 


Ws» in advertising d department of large 
fine a com 


hern ( 
petent young man sten rapher who has had 
experience in agency or | FOr eeng COpecemsens, 
and has, or can acquire, k 
contracte. a salary at beginning, with 
good opportunity fo in 
own handwriting, giving experience, education, 
references as to character and a Po -_ send- 
ing ing. photograph, “SOUTHERN,” f Print- 


85" oS ADAY made by conducting a MAIL 
e 











E ARE BRAIN BROKERS—We are under 
contract La many employers to supply 
men for tions, but we have not 
aes mien to il the cpporsuniiice now 
on our lis it yun are capable of filling an 
Penge ‘Cleric Technical or Salesman posi- 
et are from $1,900 to 
for pla booklet telling ow we can market 
your ability. Offices in 12 cities. HAPGOODS 
inc.) — Brokers, Suite 511, 309 Broadway, 
ew York. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ify for reaay positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leadin oak rsh eve 
where. One graduate fills lace, another 
$5,000, and _any number earn vit best 
clothing adwriter in New York owes he suc- 
cess within a few months to my teachings. De- 
mand exceeds su) ply. 
GEORGE H. POWELL, Advertising and Busi- 
ness Expert, 82 Temple Court. New York. 
PM candles shite insta 


SPECIALIZED PUBLICATIONS. 


ARDWARE DFALERs’ MAGAZINE. Circu- 
lation 17,500 (©©). 253 Broadway, New York. 
ee oe 


ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood Engravers, 10 Spruce 
e St..New York. Service good and prompt. 


FINANCIAL. _ 


ONEY WANTED—Send 10 cents instamps for 
illuminated copy of Monroe Doctrine. I 12x16 
in., five colors and id on Japanese parchment. 
Selling out our ous series of ees 
Dutch Blotters at $7 a thousand rant 
- ri extra); sample a, oO ee 10c have 4 
r Heads, &. Caer of ink. 


Tr, $12. #. 
pape EN ere ea on rogues @ 00., 
14 West Pear] Street, Indianapolis, Ind. 


PRINTERS’ JOURNALS. 


NE glance at THE PRINTING ART will convince 
Ld compiler of booklets that it is full of 
suggestion. t coaches by actual examples. 
Sample co oo for 25 ce nte, if Printers’ Ink is men- 
tioned. E UNIVERSITY PRESS, Cambridge, 


,000 a year, write 


——__+o+_-____—_ 
PRESS CLIPPINGS. 
Sp yet Press Clipping Bureau, Topeka, 
Kan., covers Kan., Mo., Ark., Tex.,O. T. & 1. T. 
eo 
CARD INDEX SUPPLIES. 


T’S all we make, Ou om meee are right. 
ph le sets and n ere 
STANDARD IND. 4 CARD COMPANY, 
tenhouse Bldg., Phila, 


a 
POSTAL CARDS. 


Ps 8S and samples of post cards Write 
STANDARD. 61 Ann Street, N. Y. 
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ADDRESSES FOR SALE. 
IST of voters, about 4,000 names, Barnes 
Ser North y pert Farmers are listed 
ice address gi en. Sent gat pre- 
peid tor Ra tor $4. 50. ED. BONNON: Valley Smith, N. D. 


70, 000 ADDRESSES of W. Va. voters, far- 

mers, laborers, professional, etc.; 

fresh, written; taken from recent ll of 

Keates i. per 1,000. “REVIEW,” Hunt n, 
. Va. 





PUBLISHING BUSINESS OPPORTUNI- 


7s great solid trade journals 
Just grew from small foundations. 
The thing was to get a fair start 
Ina rich, productive field. 
There are a few splendid opportunities 
To go and do likewise. 
One case in particular, 
Where can be bought for $100,000 
A property which can be developed 
Without further outlay 
To be worth half a million. 
It is making money— 
Fully $15,000 per year, besides 
Salary for owner. 
It isin a very dignified field, 
Where a gentieman can make 
A great name and career. 
It is worthy the attention 
Of the foremost publishers and capitalist 


EMERSON P. HARRIS, 
2538 Broadway, 
New York, 





PRINTING. 


pyae at reasonable prices. MERIT 
Botulehem. ! Pa. 


DESIGNERS AND | ILLUSTRATORS. 
SnaaEING, illustratin; ~ rossing, illumi- 
nati wing, lit lithographing, art 4 ag 
ing. TH KINSL STUDIO, Bway, N. Y. 





PREMIUMS. 
Ruse goods are trade builders. Thou 
\ sands 


Fe mynd premiums suitable for 
publishers and others from the foremost makers 


nnually, issue now ready; 
F. MYERS 0... 46w. 48-50 52 Maiden Lane, N.Y. 
tor 


DECORATED TIN BOXES. 





Ts. app ofa ofttimes sells it. 
You cannot imagine 4 “peautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations. 

year we made, among many other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
ae Do 4 ball ik, is free; so are 


meIERICAN 91 STOPPER | COM PANY, 
li Ve wee 


rona 8 
amy w York. 
The largest maker of Tin Boxes ps of the 





PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
aaa PI os sac 


FOR SALE. 


OR SALE—An adjustable Simplex Typesetter 
F but very little used. An excellent opportu- 
ind fora smal ate vel to buy one of these 
—_ 5 machines at a bargain. 
H. E, STAFFORD, Post Office Box 896, 
mB, RL 


Feces ee Independent wat pope » “7 
Duplex p anny and! Mergenthaler for 18. i. e104 000 


of 

5 roposition No, 27. 

:. q KINGSTON, Newspaper Broker, Jackson, 
c! 


ALUABLE PROPRIETARY BUSINESS—The 
advertiser offers for , free from debt, 
stock, good-will and fixtures pareve J estab- 
lished in Middle States: ures | bu ; ate 
ate packages; pro: fits 220 er cen ‘cous ts price 


000 ; good reason for sel! 
Printers’ Ink. ms. 


++ 
WRITERS AND ILLUSTRATORS. 


RITERS, compilers. designers, illustrators. 
Our work iso convincing and attract- 
ive—‘‘sells the goods.” May wenot hearfrom you 
HELLER-BARNHAM, Globe Bldg., Newark, N. J. 
ee 


COIN CARDS. 


10" $16, any pres, Samples free, KING 
KOIN KAKRIER, LER, Beverly, Mass. 


$3 PER 1,000. Less for more; any printing. 
TAE COIN WRAPPER CO.. prog Mich, 





1 * 0 0 0=.%.! etterGe Co., rt Sion ik: 


HALF-TONES. 


N*32 oweraree HALF-TONES. 
; 3x4, $1; 4x5, $1.60. 
Delivered! when cash “accompanies the order. 
en 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn 
ne 


BOOKS. 


a gg a PROTROT_72-p. book mailed 
ree. kK. 8. & A. B. LACEY, Patent and 
Trade. Mark ton, D. C. 


aes 
Established 1869. 
————_ +o+ 

TRADE JOURNALS. 


ARDWAREF DEALERS’ MAGAZINE. Circu- 

lation 17,500 (O©). 253 Broadway, New York. 

ve Rr ESTATE,” Amsterdam, N. Y., circu- 

lation 3,000, for real estate dealers and 

owners; $1 a year; names of buyers each month, 
————_+or—__—_- 


MAIL-ORDER NOVELTIES. 


Ww aire to-day for free “Book of Specialties,” 

an illustrated catalogue of latest imported 
and domestic novelties, watches, plated jewelry, 
cutlery and opti: goods—wholesale only. 
SINGER BROS., 82 Bowery, N. Y. 


SUPPLIES. 


SE “Reliance » absorbent paper on your 
mimeograph. INK dries quick as a wink; 
Prag om Get samples a and i from FINK & 
ON, Printers, 5th, near 


D. WILSON PRINTING INK Co., Limited 
e of 17 Spruce S8t., New York, sell more mag- 
— cut inks than any other ink bouse in the 
“Fpectal prices to cash cash buyers. 

ERNARD’S Cold Water Paste is in dry powder 
form, mixes by add cold water ; no dirt, 

no =o no _,! = not stain. Best 
popete package free. BERNA 
AGENCY: ibune Buil Building, | Chicago. 


OXINE—A non-explosive, non-burning sub- 
e.. ite for lye and gasoline. Doxine re- 





mended by the best printers for clean and 
protection of half-tones. ale by the P 
and manufactured by the DOXO MAN’F’G CO. 

Clinton, Ia. 
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ADVERTISING NOVELTIES. 


AS wanted to sell ad novelties; 25% com. 
3 samples, l0c. J. C. J.C. KENYON, Owego, N. Y. 


ve MAMA,” ” stent latest | novelty: advertising 
le and prices, 4c. 
SOLLIDAY Nov: P ADV. /ORKS, Knox, Ind. 


| ae ha ty? SIGNS; ight htest, cheapest, most 

le and a ctive indoor sign. Com- 
plete line of Pulveroia Novelties and Buttons 
Samples free. F. ¥. P -ULVER ¢ CO., Rochester. N.Y. 


RITE for sample and pri and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. THE 
WHITEHKAD & HOAG CvU., Newark, N. J. 
Branches in all large cities. — cities. 


REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They're attractive, sub- 
vo. — cheap. Sample, a World’s Fair 
souvenir 
WICK HATHAWAY'S CRN, C’RN, Box 10, Madison, O. 


Color Barometers. seen: 
peg ke Ry Egy yy cumple. 


FINK & SUN, 5th, above Chestnut, Philadelp 


orensis NG NOVELTI“KS WANTED on com- 
ssion. We are selli ——. = a 
cial — have two oo n local te 
e want your samples and SO ke ite: poo 
tional ritorious. BEL-BA AD- 
VERT! ING CO., 16 B. B. blag. acm Pa. 


CARBON PAPER. 


yeu OUGHT TO R READ ou Carton 


Hy “A rs Kgs interesting to every user 
Write to us on your printed 

sitonery ot “learn some things you never 
before. a oo sank ve money—we make 

some. CLARK & ZUGALLA, 100 Gold St, N. Y. 


CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
i Southern :~ — and absolutely proof 
inst moths. s low. Send for bookiet. 
P. DUMONT FURNITORE CO. Statesville, N.C. 


ADVERTISING MEDIA. 
10 CENTS per line for advertising in THE 
JUNIOK, Bethlehem, Pa. 
Ww4rt are 5c. line; min. 15c.; guar. cir. 2,100. 
THE EVENING BEK, Danville, Va. 

waaay GUIDE, Newmarket, N.J. A 
postal card request will bring sample copy. 
ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,500 (©@@). 253 Broadway, New York. 


HE EVANGEL, 
ton, Pa. 


ran 
Thirteenth year; 2c. 2c. agate te line. 
A NY person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitied to re- 
ceive tne paper for one year 


ERFECT copper half-tones, |-col.. $1; larger 
10c. per in. THE YO a tigi ARC EN- 
GRAVING CO., Youngstown. Ohio. 
HE next issue of the American Newspaper 
birector by will show that the average issue 
of the Troy ( RD in 1904 was 1,150. Aver- 
age in 1903, 1. 








HE PRINTING ART reaches the better class 
= spl publishers and advertising 

BY, ple ite for rates and ag THE 
IN VERSITY 1 PRESS, Cambridge, Mass. 


peal SHOW WINDOW TRIMMING!—Ft Full 

rse of lessons for the count: we 2 in 

The. Cincinnati Trade Review md 25 cents 

for one year’s trial subscription THE CINCIN- 
NATL TRADE REVIEW, Cin Cincinnati, Ohio. 


RABTRES’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn.. 50,000 circulation guaran 
proven, 200.000 readers. Best medium 

South for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pe.” 





_ OF SUMMER PARKS. 
Adve rs who with to reach all the SUM- 
MER AMUSEMENT PARKS should subscribe for 
THE BILLBOARD. It publishes the only complete 
list. ‘Fhree months’ ane for $1. Ad- 
dress Dox 845, Cincinnati, Obi 





F FAIR AND CONVENTION pases. 
Advertisers who cover Agricultural and 


of eve: ene will find the only complete 
tes in THE BILLBO, orrected eve! 


ARD. ry 
week. Send $1 for three months’ subscription. 
Box 845, Cincinnati, Ohio. 





‘HE AD-READING HABIT 
AND THE ZANESVILLE SIGNAL. 
There is an ad-reading habit, and 
every wise advertiser gets an eagle eye 
on the sections where it brings in busi- 
ness—takes space in the medium which 
plants, cultivates and harvests it. No 
territory outdoes 


SOUTHEASTERN OHIO 


in the practice of this twentieth century 
habit, and no daily circulation in that 
region equals the Zanesville SIGNAL in 
subscriptions, popularity, growth, influ- 
ence and pulling power. Ask for sample 
copy that we mayexhibit its beauty of 
typography—for a prospectus that we 
may clinch a good impression with con- 
vincing details. You can’t afford to 
neglect Southeastern Ohio. You can’t 
do justice to yourself in a Southeastern 
Ohio campaign by leaving out 





THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio, 


Circulation guaranteed exceeding 5,000, 
Rate, 14 cents an inch, flat. 











re 
CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 
—— + 


MAIL ORDER. 


A1L-ORDER ADVERTISERS—Try house to 
bouse advertising; it will pay you big. Our 
men will deliver your circuiars and cata logues 
direct to the maii-order buyer. You can reach 
— who never see a — of any Geccription 
rom one year’s end another. When once 
reached the rest is easy. We have reliable agents 
well located throughout the United States and 
( —_ ome 4 ina position to place advertisin 
rin the hands of any desired c ou 
IsthInUTORS DIRKECTRY will be sent free 
of charge to advertisers who desire to make con- 
wens direct with _, distributor. We guaran- 


‘ood _ service 
Nat ONAL ADVERTISING? Cu., 700 Vakland 
Bank building, Chicago 








BERET 
IMITATION TYPEWRITTEN LETTERS. 


oe sregesiee i Letters of the highest 

e. e furnish ribbon, matching ink, 
free. Samples for stamp. SMITH PTG. CO., 812 
Broadway, Toledo, Ohio 


a os 
MAILING MACHINES. 


TH DICK MATOHLESS MAILEK, Mehoom and 
quickest. Price F. oe ALENTINE, 
Mfr., 178 Vermont St., © affalo. N YY. 

widens ne 


ELECTROTYPERS. 


Wwe make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 
Write us for 

& CALDER, 45 








largest advertisers in the coun: 
prices. WEBSTER, CRAWFO!) 
Rose St., New York, 











PRICE CARDS, 


Ss for samples of our handsome price cards. 
various styles, 40c. per 100 up. 5 4 
DLE P-C. CO. 10th an d Filbert Sis., Phiia., 


HOUSE-TO-HOUSE DISTRIBUTING G. 


A THOROUGH and judicious huuse-to house 
distribution of printed 
will produce quick and satisfacto: 
any general advertiser whose 
torious and are on sale at di because 
advertisement can be made to tell the wnole 
story at just the cost of composition and stock. 
Your advertisement is placed directiy into the 
aaa to the exclusion of ail others. 

jority of the heaviest users of different 
m of advertising issue the greatest quantities 
of printed matter or samples for house-to-house 
distribution. 

For over fourteen years I have devoted my 
whole time to the general house-to-house dis- 
tribution of advertising matter, taking full con- 
trol for many leading general adve: "$7 
have given such general] satisfaction that m 
system is now recognized as the only established 
agency of known reputation. I make a thorough 

nteed house-to-house ee of print- 
4 matter or samples in every town and oy of 

rtance in the United S , through reli- 
abl ie, exnerienced local men at each point, who 
make this = their exclusive business and 
personall, rintend the distribution of all 
matter. va pect is to interest more advertis- 
ers in this particular branch of advertising, and 
Ishall be pleased to describe my system fully 
upon application, 

UL A. MOLTON. 
National. Advertising Distributer, 

Main Office, 442 St. Clair St., Cleveland, O. 
—_~or—_—_—— 
ADDRESSING MACHINES. 

DDRESSING MACHINES—No type used in 
the Wallace stenci] addressing machine. A 

card index system of addressing used by the 
largest publishers throughout the country. Sena 
for circulars. We — ‘ee | ae = rates 
WALLACE & CO.. 29° Murra: New York. 
1310 Pontiac Blig., 358 lentbors st * cishao. Ill. 


MRE wt pe «ae AUT.) ADDRESSER is a high 
speed addressing machine, run by motor or 
foot power. yo a card index idea. 
a used; errors im- 

= operation simple. g Ak} 80- 


F. JOLINE & CO., 
123 Fens St., New York. 
—_+o_—_—_ 


PAPER 


B BASSETT & SUTPHIN, 
_,. Beekman St.. New York Cit 
Coat pers a specialty. Diamond } Pertect 
White fo for’ highs grade catalogu 
a 


SIGNS 


HOKE-PROCESS Big Steel Sign on the out- 

side of a store, sellin, or, is seen 
also by the thousands who deal at other 
stores. It is that much better than an in- 
door sign. 











A popular size for placing under the show- 
window is 12x42 inches, and costs 50c. or less 
in quantities. 

Bei rinted with real oil paint, they last for 

» oa rs—in fact much louger than the best 
nd dunti Sign. 

Your traces appropriation should include 
Hoke $igns. 

Special mpl, prepaid by express, on receipt of 
copy 


The $am Hoke Shops, New York 
sits West 52d St. thorth River). 


PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright lodg lodge cut catalogue. 


Ww print catal gu gues, booklets, circulars, adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. CO., 514 Main St.. Cincinnati, C. 


OOD PRINTING—500 envelopes, $1.50; 1,000 for 
$9.00. Other printing, same rate. SUN 
PUB. CO., Paulsboro, N. J. 
pecas PLEASE | YOU. Highest grade 
inr for the advertiser. Write to T Oa. 
SON VR. a Philadelphia, Ta, 
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.* ad PRINT your next folders. Tegal be 
effective done our way. ite to 
THOMSON PRINT, Philadelphia, Pa. 


a AFTER LONG RUNS cylinder press. 
ork. Have eve’ oT mode rn improvement. 
Ww rite to’ THOMSON PR | PRINT, F ~seopanetig Pa. 


YPE RI oar, arranged rig! 
finished r ht, Write to A ne Mrs been said 
about our wor to THOMSON PRINT, 
Philadelphia, Pa. 


UR WORKMEN are experienced, skillfu' 
brainy—they Aree — our extensive ee 
ities. to put 7 Phila to our work. Write to 
THOMSON PRI) ast, hiladelphia, Pa. 
oe ——__——- 


AD VERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his way 


EW CUTS and advertising copy for your line 
are cheap enough by our method. ART 
LEAGUE, New York. 


A= earn from $25 to $100 per week. 





ou can learn quickly. Send for informa- 
tion. PAGE-DA vis" CO., Dept. 23, 99 Wabash 
Ave., Chicago. 


Abt. WRITING—nothing more. 
Been at it 14 years. 
JtD SCARBORO, 
557a Halsey St.. Brooklyn, N. Y. 


Hy4vs you under ———. — bit of ad- 
vertising that would gain fro 


“something” to be 
able” with ome “humdrum” things, and 
upon whom anything remotely suggesting ** hot 
air” must not be tried! ire Jes making any- 
thing so extra Be of its kin 

telling of its story becomes a reece of really 
vital importance! If some reader of ** Printers’ 
Ink” (as gag a. is now doing — 

* considering ” might pay him to write m 

No. 3. FRANCIS I, MAULE, 402 Sansom St., Phila. 


Advertising jing Agencies. 


shnrthemmente under thishe this head. two lines or more 
4 “enas gy | eieeeees m one 
yoo inadrance. Displaytype may 
be used if desired. 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
Une ser eets © co., nae An one ol 
tablished 1895, 
advertising agency xe ~*, han OWriten = 
ARNHART AND SWASEY, San ra. 
La west of Chicago; mploy 60 
people; save advertisers by advising Samericaty 
newspapers, billboards, wells. cars, distributing. 
MISSOURI. 
I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


NEW oe a aaen 


M4 AIL order advertising a THE 
STANLEY DAY AGENCY, ee. N.J. 
NEW YORE. 


Coonan AGENCY. 1 Madison Ave., N. Y. 
Medical journal advertising exclusively. 
D°earF oe: , Advertising Agents, 44 Broad 

Si . Y. Private wires, n, Vhila, ete. 


LBERT FRANK & CO., 25 Broad Street, N. Y. 

General Advertising’ Agents. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 

ing of all kinds placed in every part of the world. 
PENNSYLVANIA, 

PRE H.L — aa AGENCY, 


Establ 
925 Chestnut Street, Philadelphia. 


RHODE ISLAND 
O. F. — AGENCY, Providence—Bright, 
“ad ideas,” magazine, news- 





paper Ey 
CANADA. 
Cages fa ps ay promises results which 
te most careful yeni ae Write us 
for best list of Pes to cover the whole field 
roe — eed ADVERTISING 
AGENC "id Montreal 


colors right, 
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The Difference. 


Nearly if not all of the so-called newspaper 
manuals, hand books, blue books or guides are 
published primarily to please those who are likely 
to be called upon to advertise in these books. 
They give no definition of what is meant by cir- 
culation that does not disappear when the figures 
are copied into tables that purport to exhibit the 
comparative issues of the papers thus brought 
together. These books are not sold ; they are like 
many other advertising schemes of graft, wherein 
every advertiser gets a copy of the publication and 
that constitutes pretty much the whole edition. 


































Rowell’s American Newspaper Directory is 
published for the service of the American adver- 
tisers—the men who consult the book as the 
standard of its kind, who pay cash for it, and 
to whom the information it conveys means some- 
thing. 








The first named category solicits any sort of 
publisher’s advertising on any terms. Rowell’s 
doesn’t want any except advertisements of first- 
class publications, to be paid for in cash only; that’s 
the difference—the difference between a group of 
pretenders and ¢the Directory. 








The 19% edition of Rowell’s American Newspaper Directory is now out of print,and the 
issue for 1905 will not be ready for delivery until the latter part of May. The subscription 
price of the book is Ten Dollars net cash. | ersons desiring to register a subscription and 
willing to send cneck with order now. may have a discount of ten per cent from the above 
price, mak ing the net price Nine Dollars, and to these in advance paid subscribers a copy of 
the very first lot received from the bindery shall be sent carriage paid. If inte S 
send order and check to CHARLES J. ZINGG. Manager, Printers’ Publishing Co., 

10 Spruce Stre New York City. 
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THE DEPARTMENT FOR STORE 
MANAGEMENT IS RESUMED. 
Tue Littte JozE WIEsenFretp Co., 

Makers uf Little Joe Bicycles, Sporting 

Goods and Metieare. 
N. W. Cor. Baltimore & Howard Sts, 
BALTIMORE, Jan. 24th, 1905. 
Editor of Printers’ INK: 


We have not been interested in your § 


paper recently, because you don’t devote 
much space for the retail dealer. Most 
of your columns are being devoted to 
advertisers of large department stores 
and magazine advertising. We formerly 
read your paper with great interest, as 
we often found ideas that we could 
adopt. We think if you would again 
establish the column devoted to store 
management, it would be the means of 
you securing additional subsariptions 
rom the retail dealer. 
Yours truly, 
THe LittLe Joz WIESENFELD Co. 
—_— +o —_—_—_ 
A CORRECTION. 
MINNEAPOLIS, Jan. 24, 1905. 

Editor of Printers’ INK: 

In my letter of January roth, 
arding our application on the Gold 
Mark list, I inadvertently stated that all 
the papers of Minneapolis and St. Paul 
charged one cent per copy except the 
Journal, which charged two cents. 
should have said that the other papers 
in these cities charge not over $3 for 
each year’s subscription, while a year’s 
pron eg to the Journal is $4. The 


Journal is, however, the only paper in 
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Minneapolis selling for two cents on the 
street. The Pioneer Press, the Dis. 
atch and the Globe of St. Poul all sell 
or two cents on the street. 

In that portion of my letter of Jan. 
19th in which I mentioned the inde- 
pendent political policy of the Journal I 
might have said further that in the late 
Presidential election in which the State 
ave President Roosevelt 161,464 ma- 
jority, Mr. Dw A. Johnson, the Demo- 
cratic candidate for Governor, was 
elected by 7,862 majority. The in- 
fluence and prestige politically of the 
Journal was shown in this result of the 
election by the fact that it fathered the 
candidacy of Mr. Johnson and stood 
for him through the entire campaign, 
and it was te gd recognized by 
the entire Northwest that the Journal’s 
position conduced more to the election 
of Mr. Johnson than any other feature 
of the campaign. It is of the greatest 
satisfaction to the Journal that its stand 
against Republican machine politics 
should have been so thoroughly seconded 
by the votes of the people. 

Very truly yours, 
W. McK. Barzour, 
Advertising Manager. 


8 > Oe 


To indicate its position in Philadel- 
phia as a financial newspaper the 
Public Ledger prints fac-simile pages, 
showing how important financial and 
business intelligence is put on the first 
page, while all such news is censored 
to exclude unreliable matter. The fold- 
er illustrating these details makes an 
excellent piece of publicity. 














DAILY (EVG.). 


140 Nassau Street, . 
Marquette Building, . . 





The Youngstown Vindicator 


SUNDAY. 


Leading Newspaper in Northeastern Ohio. 
Average CGuaranteed Circulation during 1904, 12,400. 


A progressive paper in an up-to-date city—conducted on business principles, 
Rates for advertising, copies of the papers and any further information in 
regard thereto may be had at the home office or of 


LA COSTE & MAXWELL, Special Newspaper Representatives, 


SEMI-WEEKLY. 


NEW YORK. 
CHICAGO, ILL. 











Rochester 


own langu: 





Rochester has a German population of 49,597, which is 30.5 per 
cent of the entire citizenship. The 


is the only German paper in Rochester. 
Its readers are thrifty people, and prefer to read their news in their 


e. 
The S Abonépect ”” has the largest Circulation of any German 
newspaper between New York City and Cleveland. 


ROCHESTER CERMAN PUBLISHING CO., 
ROCHESTER, N.Y. 


Abendpost 
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[ MONTANA’S AFTERNOON NEWSPAPER, 


Che ‘Butte Evening Hews. 


OFFICIAL PAPER OF THE CITY. 
CIRCULATION OF 9,820 DAILY. 


6 3 oOo LARGEST CIRCULATION IN BUTTE. © ’ 000 


If you want to reach the 60,000 people in the 
World’s Greatest Mining Camp, you can do 
it only through the Columns of the NEws. 


Butte’s Mineral Production in 1904, 
Copper, Silver and Gold, $69,000,000. 


BUTTE PAYS THE HIGHEST WAGES OF 
ANY CITY IN THE UNITED STATES. 














THE REVEILLE, 


WEEKLY, 
| 5,600 Guaranteed Circulation in Montana’s Rural Territory. 


























FACTS ABOUT « 


The Vancouver Province 


ITS FIELD 


Embraces, besides the Cities of Vancouver and New Westminster, 
the whole of the Mainland of British Columbia, Vancouver Island 
and Yukon Territory. 


ITS CIRCULATION 


Is greater than that of any two other newspapers published in 
British Columbia. Its books and records are open to inspection. 
THE PROVINCE prints daily its circulation figures and furnishes an 
affidavit of their correctness. 


ITS ADVERTISING. 


THE PROVINCE carries of paid advertising almost double the 
amount of any of its contemporaries. It requests inquiries from 
local advertisers as to its value as an advertising medium. 


HENRY DE CLERQUE, 
Special Representative, 
701-702 Schiller Bidg., Chicago. 829 Temple Court, New York. 
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No General Advertiser é 
Can Afford to Ignore 


THE 


SAN FRANCISCO CALL 


In exploiting his goods before the 
People of the Pacific Coast. 


62,000 
88,000 


Daily, = = = = 
Sunday, = = = 


Circulation Guaranteed. 


THE BULK OF THIS BIG CIRCULATION IS 


IN THE HOMES. 


WRITE FOR ADVERTISING RATES. 
STEPHEN B. SMITH, C. GEORGE KROGNESS, 


Advertising Representative, Advertising Representative, 
30 TRIBUNE BUILDING, NEW YORK. MARQUETTE BLDG., CHICAGO, ILL. 


JOHN D. SPRECKELS, Publisher and Proprietor. 
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GOOD COPY 
IS THE VITAL POINT. 





The Ethridge Company is not look- 
ing for the man who admits the wisdom 
of paying $400 for a magazine page 
but shrinks from the suggestion that 
he pays more than $10 for an advertise- 
ment that will make that space valuable. 
We want to hear from the man who 
realizes that it would be a mighty good 
investment to pay enough for his copy 
to get the maximum results, who 
knows that the right copy could bring 
him several times the results of ordinary 
copy. To such we would like to make 
a copy proposition. 





THE GEORGE ETHRIDGE COMPANY, 


Thirty-three Union Square, 
NEW YORK CITY. 
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LEARN TO SAY NO! 


Last week’s advertisement told the story of the merchants who were 
forced into bankruptcy through their inability to withstand the oily tongues 
of salesmen who persuaded them to buy goods for which they had no sales, 
Extravagance seems to be a common disease in all walks of life, and the 
buyer who acquires this malady will sooner or later ruin himself or the firm 
who employs him. Economy is half the battle in life, and by learning to pay 
cash for what you buy, you will never squander your money for useless 
articles, be they dry goods or printing inks. I once knew a printer who 
thought himself too great to buy from me, and sent his orders to my com- 
petitor around the corner, who gave him three or four months’ time on the 
bill, but charged him double my prices. One day the crash came and this 
proud printer had flown, leaving debts behind him as thick as flies in summer 
time. My customers don’t pretend to be large buyers, nor are they ashamed 
to have it known that they pay cash in advance for my inks. They work on 
the principle that it is better to go to bed without supper than get up in debt. 
Send for my price list and try me ona small order. If you are dissatisfied 
with your purchase your money will be refunded, 


Address 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 











CONNECTICUT'S LEADING NEWSPAPER 


The HARTFORD TIMES 


Distributes No Sample Copies. 
Allows for No Unsold _— 
Offers No Premiums. 


ITS GREAT CIRCULATION IS ACTUAL. 








Daily Average for 1904 was 17,547 Copies. 


The Times is a Zhree-Cent newspaper. It reaches the 
better class of people of a prosperous State. 


The Times, 


L HARTFORD, CONN. 











NORE 
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A FAMOUS POSTER ARTIST. 


Jean Paleologue, head of the 
poster department of the George 
Ethridge Company, is an interest- 
ing character. Ranking as one of 
the successful and popular artists, 
he has had a nicturesque career. 

Born in Bucharest, Roumania, 
in 1860, it was the intention of his 





me 
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tween Turkey and Russia, and, as 
Roumania was involved in that 
war, and Paleologue having reach- 
ed the age of eighteen, he was 
drafted and saw service through- 
out the war. 

The fact that he was intended 
for military life was never partic- 
ularly pleasant to him, and he went 
to England in 1881 to enter upon 





‘ 


Oe ad 


JEAN PALEOLOGUE. 


parents to train him for military 
life. For this purpose he was sent 
to England, at the age of eight, to 
familiarize himself with the Eng- 
lish language and secure the basis 
of his education. He was in 
school at Gravesend until 1874, 
then returned home and was put 
into a military academy. 

In 1878 the war broke out be- 


the career for which Nature in- 
tended him. 

He began right. In addition to 
pursuing art study he secured em- 
ployment with a prominent litho- 
grapher and learned the entire 
business of poster making in every 
detail. He was the first man in 
England to lay a poster on stone. 

Although his chief education 
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was gained in England, his style that effects he desired could and 
and methods were distinctly would be produced, and he made it 
French, and it was in Paris in 1893 his business to see that they were 
that his real success was achieved. produced. His work became fam- 
He remained in Paris until 1900 ous, not only on account of its 











THE POSTER EMPLOYED BY THE COMBINATION OF FOREIGN AUTOMOBILE 
MANUFACTURERS, DESIGNED BY PALEOLOGUE. 


and rapidly arose to the front rank artistic superiority but because of 
of the famous school of poster art- the vivid brilliancy which he 
ists in the world. His thorough knew how to put into his work. 

knowledge of lithography enabled During his residence in Paris, 
him to make it absolutely certain Paleologue was one of the most 
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popular members of the artistic 


and theatrical circle, and his work 
was in strong demand. 

It was at the suggestion of 
Sarah Bernhardt that Paleologue 
came to America, and his first 
work here was a portrait of Bern- 
hardt, which she presented to M. 
Rostand, the author of L’Aiglon. 

These facts were gained from 
Mr. Paleologue at the offices of the 
Ethridge Company, in the Decker 
Building, where a large room is 
devoted to his work—and he needs 
it—for he is a large man with a 
large way of going at things. 

His idea of a poster was briefly 
expressed: 

“The trouble with the average 
poster,” he said, “is that there is 
too much in it. Filling a poster 
up with detail destroys its pur- 
pose. The impression which a 
poster must make is an instan- 
taneous one. It must strike like a 
flash of lightning. The successful 
poster is both strong and vivid, 
capable of making an impression 
which will remain in the mind and 
doing it in one glance of the eye.” 

During the conversation Mr. 
Ethridge called attention to an 
article on billboard advertising 
which appeared in Printers’ INK 
of August 17. This article he said 
expressed his ideas on the sub- 
ject of posters exactly. It told the 
story of a group of artists who 
were discussing the merits of 
posters made in various countries. 

‘Some one asked, “How about the 
American?” 

“Oh!” was the answer, “they 


don’t make posters—they make 
signs.” 

The article went on to say that 
this conversation occurred some 
years ago, and that the sign is 
gradually disappearing, and the ar- 
tistic poster is taking its place. The 
point was made that a poster must 
not draw ridicule or it will not 
draw business, and that the public 
are forcing advertisers to use ar- 
tistic posters by reason of gradual 
improvement of public taste. : 

“Here is one paragraph in this 
article,” said Mr. Ethridge, “that 
will bear reprinting,” 

This paragraph follows: 

The reason the French commercial 
poster is the most artistic to be found 
is because the French public have a 
well-developed art instinct, and inartistic 
outdoor displays won’t influence the sale 
of goods, even if they are tolerated. 
Further, a French, German or Belgian 
artist does not lose caste among his 
fellow artists when he makes a poster 
for commercial purposes; the designing 
of posters is a recognized branch of the 
liberal arts. — are made, ex- 
hibited, bought and used in the same 
way as other works. 


“That tells the whole story in a 
nutshell,” continued Mr. Ethridge, 
“and time is ripe in this country 
for a poster which will meet the 
high standard set in foreign coun- 
tries and equal it from an artistic 
and business-pulling view point. 

“The three leading poster artists 
of the French school are Cheret, 
Mucha and Paleologue, and we 
consider ourselves especially for- 
tunate in being able to offer the 
work of the latter, as we consider 
it to be in some respects superior 
to that of even his most famous 
colleagues.” 











PRICE 25¢ Be 


WITH THE 


pS ga’ sR TAN ES) A Premium 
sis PERFECT CAN OPENER 








The Perfect Can Opener is needed in every home 
and bachelor apartments. Sells for 25 cents, makes a 
splendid premium for want ads or subscriptions. Chicago 
merican used them for premiums. The San Francisco 
Call used them on two different occasions with bi 
success. 
machine and tempered tool steel and advertised in 
the best magazines. Price $19.50 per gross, f.0.b., 
Attleboro, Mass. 


Write for sample and illustrated circular. 


SUPERIOR MFG. CO., 


224 Bush St., 





Proposition for 
zeae Live Publishers 


Nickel-plated, ebonized handles, made o! 


San Francisco, Cal. 
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Store 


BUSINESS AND STORE MANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how 
to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 
views upon any subject discussed in this department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


Address Editor Business and 





Occasional requests for the re- 
sumption of this department, since 
its discontinuance in Sept. 1901, 
lead to the publication in PRint- 
ERS’ INK a few weeks ago, of an 
invitation for expressions of opin- 
ion on the subject. The number 
and tone of the replies received 
seems to show that this department 
has been very useful to a good 
many of our readers, and that, with 
PRINTERS’ INK’s steadily growing 
circulation, it may now be made 
more generally helpful than ever 
before. Therefore, beginning with 
this issue, the Business Manage- 
ment department will appear at 
frequent intervals, in alternate is- 
sues, or weekly if the amount of 
correspondence justifies such use 
of the space—and no reasonable 
effort will be spared to help 
PRINTERS’ INK’s friends in the so- 
lution of their store management 
problems. The usefulness of this 
department will depend very large- 
ly upon the number of merchants 
who appeal to it for counsel, be- 
cause, if many do so, a greater 
number of subjects will be covered, 
and covered more specifically, than 
if the department editor were, to 
sit down and write prescriptions 
for a lot of store ills, none of 
which may be afflicting your par- 
ticular business. If there’s some- 
thing the matter, and you don’t 
exactly know what it is, write and 
say what you think it is and give 
all the information which seems to 
you to have any bearing on the 
case. If you know what’s the mat- 
ter ‘but have failed to find the right 
remedy, tell the Business Manage- 
ment Man all about it and he can 
tell you what other people have 
done under similar circumstances, 
and advise you how to modify or 
elaborate their methods to suit 
your own peculiar conditions. Your 
name and locality will not be given 
in replying, if you state that you 
do not wish them to be. Write 


only on-one side of the paper and 
go thoroughly into details. 
* * * 


PoucHkeepstg, N. Y., Dec. 23, 1904. 
Printers’ INK, New York: 

GENTLEMEN—I would like to see an 
article in your paper giving an ac- 
count of the evils of trading stamps. 
The merchants of this city have signed 
an agreement to discontinue them Jan. 
I, 1905 except a few stores. his 
stamp question has been the means of 
raising the price of my goods, as _ I 
could not afford to give away my profits 
to a go-between. 

This trading stamp scheme has com- 
pelled the poor people to purchase ar- 
ticles that they don’t want in order to 
fill their books and get a shoddy 
present. Yours truly, 

READER AND MERCHANT. 


A 

The subject of trading stamps 
has been discussed in PRINTERS’ 
INK so freely and fully and so re- 
cently, that it would seem some- 
what of an imposition on those 
who have read these discussions 
to go over the same ground again 
at this time; so the writers of sev- 
eral recent letters similar to that 
above are referred to the Ready 
Made Ad department in PriNTErs’ 
Ink for April 13, Julv 6 and No- 
vember 23, 1904, where the matter 
has been considered from almost 
every point of view. The trading 
stamp is now more than half way 
down the slide to oblivion, and 
every day merchants, who in com- 
mon with their customers have be- 
come disgusted with it, are giving 
it a good, hard push in that di- 
rection. The letter reprinted 
above sizes up the situation quite 
accurately. 
* * * 

Many a merchant is deprived of 
important and lasting gains by the 
contemplation of unimportant and 
temporary losses. A refund of five 
dollars blinds him to the benefits 
of the money-back proposition. He 
forgets that many things are sold 
with that privilege that never 
would be sold without it. The re- 
turn of some article which he had 
congratulated himself on getting 
rid of, in exchange for a ready 
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seller, with perhaps a small refund 
to the customer, makes him forget 
that somebody else will buy the ar- 
ticle returned, and keep it just be- 
cause she knows she doesn’t have 
to. He hesitates to guarantee his 
prices on lines that he does not 
absolutely control, because a com- 
petitor might cut his prices and 
profits. He forgets that the “cut- 
ter” will get the business if not 
promptly met or beaten, and that, 
with a well advertised price guar- 
antee, the competitor’s cut cuts his 
prices too, automatically, and his 
customers, knowing it, will not be 
called away from him. It may 
take a little courage to guarantee 
prices in these days of special 
sales; but it will cost more in cour- 
age than in cash, for it will give 
your own and others’ customers 
a confidence in you that nothing 
else can, and not only hold much 
trade that would otherwise gravi- 
tate to the bargain sales of com- 
petitors, but attract new business as 
well. Certainly if the idea works 
out successfully in the metropolis, 
where the stores are constantly 
cutting prices, it may be practiced 
with proportionate benefits in the 
smaller cities where the battle for 
business is generally a bit less 
strenuous. The following price 
guarantee, printed by Loeser & Co., 
in the Brooklyn Daily Eagle, is 
the strongest, most comprehensive 
one that the Store Management 
Man has ever seen and, he believes, 
may be emulated to advantage, 
without modification, by any mer- 
chant who has competition. 


The World’s Broadest Guarantee Is 


YOUR INSURANCE POLICY 
In Buying at Loeser’s, 


As against the many exaggerated 
claims of low prices with which the 
daily papers are filled, we offer Our 
Guarantee, the broadest given by any 
house in the world. k 

“We guarantee the price of every- 
thing we sell to be as low as or lower 
than the same article or pattern can be 
bought anywhere else. If in a day, a 
work or a month later you find the same 
thing lower elsewhere make a claim 
upon us and it will be allowed at once. 
What broader guarantee can be given? 
It covers every line of merchandise we 
sell, and under any circumstances the 
patron of Loeser’s is protected.” 

This guarantee renders it absolutely 
impossible for any house in Greater 
New York, under any circumstances or 
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conditions, to sell the same goods or 
patterns for lower prices than we do, as 
we are sure to discover any change in 
price almost at once, and then our guar- 
antee makes good. Every claim covered 
by our guarantee is allowed instantly, 
with thanks for the information we re- 
ceive, 

We fully realize that there is only one 
sentiment in business—Confidence. After 
that the entire structure is built upon 
prices and quality. Every purchase 
made of us carries with it An Insurance 
Policy against the possible loss of a 
single penny under any circumstances 
which can or may arise within thirty 
days. Is any further argument needed? 
Can there possibly be a safer store, 


FREDERICK LOESER & CO., 
Brooklyn, N. Y. 


* * * 


That general business policy 
which may be freely expressed 
through advertising rather than 
concealed by it, is the nolicy that 
will win in the long run. It takes 
less space and effort to present 
strong points in a store’s attitude 
toward the public, than to conceal 
weaknesses that will be revealed as 
soon as the reader becomes a cus- 
tomer. If your treatment of cus- 
tomers is such that you can en- 
thuse about it in comparing it with 
that accorded in the stores of your 
competitors, you'll find it easy to 
make that enthusiasm fairly con- 
tagious among your force, and, 
through your advertising, among 
the people whose trade you are 
after. You may counterfeit such 
enthusiasm in your advertising 
with very fair success; but, as in 
most of other deceptions, the truth 
will out when the test is applied. 
The grumpy, unsatisfactory store 
is the more grumpy and unsatis- 
factory if represented by a cheerful 
and satisfactory ad. Promise and 
performance boost each other to 
success; promise alone never ar- 
rives. 





* * * 


It is probably true that the aver- 
age merchant has little or no appre- 
ciation of good light in his store 
and windows as a trade attractor 
and an aid in selling goods. Many 
stores that depend almost entirely 
on their windows to reach the 
public eye and purse close at six 
o'clock every evening and leave 
their windows in darkness, or so 
poorly lighted as to give an un- 
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favorable impression of the goods 
displayed, to the few who happen 
to glance that wav in passing. The 
windows ought to work full time. 
They should be so arranged as to 
be effective by night as well as 
by day. A stroll down Broadway 
to-morrow afternoon and another 
in the evening would probably 
show that the well-lighted window 
by night gets more and more in- 
terested attention in proportion to 
the number of people passing than 
the same window gets in the day- 
time, without regard to the na- 
ture of the goods or attractiveness 
of their arrangement. And this 
would be true in a much greater 
degree in smaller cities where the 
artistic use of artificial light is less 
common. But the choice and dis- 
position of lights is an art in itself, 
and is so treated in the November 
bulletin of the United Electric 
Light and Power Co., of Balti- 
more, Md., a well written, nicely 
illustrated twelve-page pamphlet 
devoted to store lighting and elec- 
tric signs. Here are some of its 
sensible arguments on the subject: 
“If your building is not attrac- 
tive or well arranged, light it up at 
night and it will look like the St. 
Louis Fair. If your business is 
on a side street, off the main thor- 
oughfare, hang out an electric sign 


and draw people your way. If 
your store is small or if you 
are cramped for space, see that 


everything that is displayed is well 
lighted. Open up the basement 
and put in electric lights or open 
wp the second floor and put in an 
electric elevator. If your store is 
long and narrow and gloomy, hang 
up a few arc lamps and make the 
place bright like day. Electric 
light will enable you to use every 
square foot of space to the best 
advantage. If the air in the store 
is stuffy, making your customers 
look unhappy, because you use 
flame lights, or if you show laces 
and feathers and millinery that 
might be set on fire, use enclosed 
are lights that are better than in- 
surance. If the arc lights are too 
bright and strong. or perhaps a 
little too expensive, investigate in- 
candescent meridian: and Nernst 
lamps. If you need light over 
your doorway use a 2,000 candle 
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power series arc lamp. that we 
turn on and off from the station, 
or try a weatherproof incandescent 
light cluster. 

Electric light in a store is not 
an expense—it is publicity. It is 
sunlight on a rainy day and in the 
dark corners. Be liberal in the 
use of good light and your cus- 
tomers will be liberal in making 
purchases. See that the lamps are 
so arranged as to give an even 
light over all the goods you dis- 
play. If you use the Wheeler re- 
flectors have them set in a false 
ceiling and you will get a much 
better appearance. But you had 
better use a Frink or trough re- 
flector to get uniform diffusion. 
Don’t put the lamps up and down 
the sides, because the lamps them- 
selves should not be seen, and the 
glare will hurt rather than help 
the display. * * * Frost and 
moisture on the windows are 
caused largely by flame sources of 
light, and if you use electric light 
and keep an electric fan running 
in your window the frost will dis- 
appear. 

If you are selling jewelry or 
glass or plate, use a number of 
incandescent lamps to get a sparkle 
on the goods. Pictures require an 
evenly distributed light, but statu- 
ary reauires light and shadow. 

Incandescent lamps are most 
suitable for small spaces, such as 
rooms, desk lighting, window and 
show case lighting, but arc lamps 
are best for general illumination. 
A good rule is one arc lamp to 
every 300 square feet of floor area, 
the lamps being twelve feet above 
the floor. 

Electric arc lighting for stores is 
the nearest approach to daylight; 
is the most economical artificial 
light; is the brightest as well as 
the whitest; -gives an even diffu- 
sion; gives correct color effects on 
goods displayed; needs but slight 
attention and relieves the store- 
keeper of trouble, for we furnish 
the lamps and attend to them. 

Meridian lamps are a special kind 
of incandescent lamps designed 
to throw the light downwards for 
even distribution over a table or 
counter. They give fifty candle 
power on 120 watts, whereas the 
standard incandescent lamp gives 











sixteen candle power on from 50 
to 60 watts. 

Nernst lamps give a brilliant 
white light and a good distribution 
of the illumination, and trimming 
occurs only once in every four 
hundred to six hundred hours of 
burning. The lamps come in sev- 
eral sizes depending upon the 
number of glowers in use, each 
glower being rated at forty to fifty 
candie power for a consumption of 
88 watts. The lamps may be ob- 
tained from the maker. Alternat- 
ing current is used. When you 
sell or buy delicate fabrics be sure 
that you use a white light, for 
goods that will match by some ar- 
tificial lights will be of very dif- 
ferent shades under a white light. 
It is best to buy a street gown by 
day light or arc light, but an even- 
ing gown by incandescent light to 
get a proper notion of the actual 
appearance of the colors. 

Electric light is like a flowering 
plant. It will brighten up a dark 
spot, but it will produce the best 
results under proper surroundings. 
White paint on your walls and 
ceiling will be of great help to the 


electric light and will keep your — 


light bills down and your sales 
and spirits up. 

But all the white paint in town 
will not make a dim lamp burn 
bright. Don’t wait for your in- 
candescent lamp to burn out or the 
filament to break, but the moment 
the bulb becomes dim or blackened, 
replace the lamp by a fresh one. 
Th: lamps are good for from four 
hundred to six hundred hours.” 

Even those of you who are mak- 
in+ good use of electric lights may 
find a helpful pointer in this in- 
formative talk; and it might make 
all the difference between a right 
and a wrong start to those of you 
who are in the dark on this sub- 
ject. Anyhow have a well lighted 
store and windows, however you 
manage it; for good light is as 
much a part of successful store 
keeping as many of the other 
things which get far more atten- 
tion. No doubt this Baltimore 
lighting company will send you a 
copy ef the bulletin from which 
the above extracts were made, if 
you enclose a two-cent stamp with 
your request. 
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Of the kind of advertising it 
will accept, 


The Sunday School Canes 


PHILADELPHIA, 
does not receive as much as it 
deserves. 

Some men who place good ad- 
vertising do not understand THE 
SUNDAY SCHOOL TIMES as a 
business medium. 

They misunderstand it because 
they misunderstand Sunday- 
Schools. 

Are you one of these men? 

It is only in a strictly woman’s 
paper that women can be reached 
more directly, and in them you do 
not reach so directly the women 
who are the active spirits in church 
and Sunday School work of the 
different denominations. 


8o0c. per line or $11.20 per inch, 
We Shall Be Pleased To Hear From You. 47. 





THE RELIGIOUS PRESS ASSOCIATION, 








901-902 Witherspoon Bldg-. Philad’a, Pa. 
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To Advertisers: 


THE 
WALL STREET 
JOURNAL 


touches more 


MILLIONS 


of dollars 


than any other paper 
published 
in America. 








DOW, JONES & CO., 








ae Broad St., New er 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department, 





Printers’ INK Publishing Co.: 
GENTLEMEN—One of our hardware 
stores in this city is anxious to lay out 
a plan for a year’s advertising. Can 
you inform us where or how they may 
obtain an outline which will serve as 
their outline throughout the year and 
give them some valuable display ideas? 
Your reply will be appreciated. 


Yours very truly, 
ITHACA PUBLISHING CO., 
By F. E. Gannett, General Mgr. 

It is impossible to offer any in- 
telligent advice in such a case 
without more complete informa- 
tion. What would exactly meet 
the requirements for one hardware 
store might be wholly unsuited to 
the needs of another. Among the 
things to be taken into account 
are: The size of the store, as com- 
pared with others of its kind; its 
location; its age; its general busi- 
ness policy; whether it sells hard- 
ware exclusively or deals in the 
usual side lines, and the kind and 
amount of competition. All these 
things have an important bearing 
on the subject, not only in fixing 
the tone of the advertising but in 
determining the size of space as 
well. Examples of good hardware 
ads will be found in this depart- 
ment from week to week with ap- 
propriate comments or criticisms, 
and many of t:.ese may be adapt- 
able to the needs of this Ithaca 
concern; but the man who would 
attempt to map out any sort of an 
advertising campaign or policy 
based on the meager data furnished 
in the above letter, would only 
demonstrate the impossibility of 
doing so with any sort of success. 


An Excellent One for Whiskey, from 
the Washington, D. C., Star. 





It’s Fineza The 
Doctor Means 


—when he says “A little 
whiskey now and then will 
be a help to you.” 

Fineza is a pure, mellow 
Rye Whiskey—8 years old. 
Full quart, $1. 

CHAS. KRAEMER, 
735 7th St. n. w. 
’Phone M. 2738. 

















‘ yr nk a little first-reader lesson 
in display and economy of space. 
Which is the better ad: _ 


This: 


Cut Prices 
On Jardinieres 
and Vases 


We are offering this week a remark- 
ably fine line of Jardinieres and awl 
at exceptionally low prices, 

fine line of highly glazed 9-inch 
Jardinieres, in beautifully blended 
browns, greens or blues. Regular 75¢. 
values. Our pants while they last 4oc. 

A dainty lot of prettily’ decorated 
colored glass Vases in a large variety of 
tapes. Regular 15c, values. Our price 

c. 


WILCOX’S N. Y. BARGAIN STORE, 


Pond’s New Block, 
Greenfield, Mass. 








Or This: 
75c. Jardinieres 
Are 49 Cents 
here, just for this week. Fi highl 
gene g-inch Jardinieres, in heel and 
blended browns, greens or blues—Jar- 


dinieres that even this store has counted 
good values at 75 cents—for 49 cents. 


And Regular 
15c. Vases Are 1oCents 


Dainty, prettily decorated Vases of 
colored glass, in all sorts of graceful 
shapes—vases that are regularly 15 cents 
everywhere else—for 10 cents. 
WILCOX’S N. Y. BARGAIN STORE, 

Pond's New Block, 
Greenfield, Mass. 





The original ad first says “We 
are offering for this week” and 
then, just below, “while they last,” 
which may not mean the same 
thing at all. And then it says 
“Regular 75c. Values” which does 
not necessarily mean that such jar- 
dinieres were ever sold at that 
price in that store or town. When 
you print old and new prices 
say “Our own regular low price 
has been 75c., now eoc.:" “The 
usual store’s usual price is 75 cents; 
ours is 49c.,” or something of that 
sort. Don’t talk about “values.” 
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The poor man doesn’t care to 
be reminded of his poverty— 
doesn’t like to be called a poor 
man, no matter how true it may be. 
And $700 looks like a good deal to 
a poor man. Therefore it would 
seem better to display the amount 
that puts him in possession of the 
home, then name in smaller type 
the price and the amount of the 
monthly payments, as in the im- 
provement which appears just be- 
low the original ad submitted for 
criticism. 

The Original: 





$700. 


Poor Man’s Home 


Three Rooms. Lot 82% 
x120. $70 Cash, $9.50 Per 
Month. No interest. 

WALKER & MOSBY, 

Lynchburg, Va. 








The Improvement: 





$70.00 Cash 


And $630 in installments of 
$9.50: per month, without in- 
terest, for a 


Comfortable 
Three - Room Home 


on a lot 82%x120., 

Just the thing for a man 
with a small income and a 
small family. See it. 

WALKER & MOSBY, 

Lynchburg, Va. 











One from a Good Series by Mr. Harry 
C. Bard, Published in the Oneonta, N. 
Y., Daily Star. 


Ba Too much frost for dig- 
ging, but if service is al- 
ready in, the Gas Co. will 





connect up stove to-day, 
free, and have 
Bill for 
GAS RANGE 
Dated 


April 1, 1905. 
That gives you use this 
winter and the $14.50 is not 
due until spring. After 
meter is in, it is easy and 
inexpensive to pipe for 
lights, 
ONEONTA LIGHT & 
POWER CO., 
Oneonta, N. Y. 














The American Trust Co., Has Printed 
Some Exceptionally Sensible Ads in 
the South Bend, Ind., Tribune, in the 
form of Letters, 





American Trust 
Company 


LETTER NO. 58. 
+ The management of the 


American rust Company 
has made these New Year 
Resclutions. 


1st. To aid and strength- 
en the commercial interests 
of South Bend and her 
people. 

2nd. To make each day 
a little more perfect in ser- 
vice to patrons.—There is 
a difference in service in 
banks just as in hotels and 
barber shops, 

3rd. To keep close to the 
people of this community— 
to deserve and hod their 
confidence—to do this with- 
out sacrifice of ie oo | or 
descending to the level of 
“slap you on the back” fa- 
miliarity. 

4th. To hold strictly with- 
in the confines of legitimate 
and conservative banking 
and yet render full value in 
service and _ protection to 
every customer. 

We pay 4 per cent com- 
pound interest on non-active 
accounts, 


We cordially invite the 
business accounts of firms 
and corporations, and _per- 
sonal accounts of individ- 
uals. 

Come In and Get Ac- 

quainted. 
AMERICAN 


TRUST COMPANY, 


a ___ South Bend, © Ind. 


Publishers who feel that their 
papers contain retails ads of more 
than ordinary merit, will confer a 
favor on the editor of this depart- 
ment, and in some cases be con- 
siderably benefited themselves, by 
sending clippings of such ads, ad- 
dressed to Ready Made Ad Depart- 
ment, PRINTERS’ INK, 10 Spruce 
St, New York. Ads that are 
good enough to serve as models 
for other retailers in the same lines 
will be reproduced and comment- 
ed upon, with full credit to the 
advertisers and to the papers in 
which the ads appeared. 
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The January number of Kiam’s 
Store News, published by Ed. 
Kiam, Houston, Texas, is a good 
illustration of what a store paper 
ought to be. Printed in readable 
sizes of modern clean-cut type 
faces, on a quality of paper that 
would do justice to the best of 
half-tones, and illustrated princi- 
pally with strong zinc line cuts 
from good drawings. All this is 
reinforced by informative descrip- 
tions and well displayed prices 
which seem to be low ones. This 
publication is intended for mail- 
order trade but will serve quite as 
well as a model for the local deal- 
er who wishes to publish an oc- 
casional store paper for circula- 
tion in his own and nearby towns. 
Probably Mr. Kiam will willingly 
send copies to those who are 
thoughtful enough to enclose a 
two-cent stamp. The introduction 
to the corset page, reproduced 
below, is just as good for news- 
paper use: 

“Years ago the corset was a 
staple, unchangeable article of 
dress, which any one might sell 
who could make change and do up 
a bundle. A woman bought a cor- 
set as she might buy a roll of 
unbleached muslin. It was a ne- 
cessity, but without artistic value 
or hygienic comfort. But times 
have changed since then, and in- 
stead of being made for the cor- 
set, the corset is made for the 
woman. It has become a healthful 
and harmonious part of woman’s 
dress. As a result of this gradual 
change there have been developed 
expert sales persons who not only 
display, but advise and suggest. 
At the head of our corset section 
is a woman of this kind, who de- 
tects at a glance just what is need- 
ed for each individual form. All 
of this expert knowledge is fur- 
nished free to our customers, and 
we wou'd advise everyone who can 
do so to have her corsets fitted 
at our store,” 





Good Bank Advertising Seems Plentiful 
Around Pittsburg. This One 1s 
From the Leader of that City. 


A Snug 
Bank Account 
To Draw On 


when times are slack and 
wages low is far more satis- 
factory than any amount of 
sympathy. 

You can open an account 
in this big strong bank with 
one dollar—4q4 per cent in- 








terest. 

Write or call for Booklet. 

‘THE UNION SAVINGS 
BAN | 


Capital $1,000,000. | 
Frick Building, | 


Ave and Grant St., | 


Pittsburg, Pa. 


Just To Wake ’Em Up. 


: 
A Tattoo Alarm 


Will “wake you up” in the 
morning, at the right time 
It rings inter- 


Fifth 








every day. 
mittently, 15 seconds alarm, 
then 15 seconds silent, for 
1-4 of an_ hour. Has big 
gong and keeps good time, 
guaranteed, $1.25. 


The Auto Alarm 


is another good clock, guar- 
anteed, and will keep ex- 
cellent time. Has large 
gong and runs 30 hours 
without winding, 98c. 


The Mauser 


a good alarm clock with 
smaller bell, runs 30 hours, 


Mission Clocks 


Very artistic and stylish, 
nearly 2 feet high, $2.98. 
Smaller ones $1.48. 


HULL’S CORNER DRUG 
STORES, 

Cor. Chapel & State, Cor. 

Howard & Congress Aves. 

New Haven, Conn, | 











You jewelers who want to do 
something in the birth-stone line, 
as advised in a recent issue of this 
department, will find in the verse 
below a good starter for your ads: 

FEBRUARY. 
The February-born will find 
Sincerity = peace of mind, 


Freedom from passion and from care 
If they the Amethyst will wear, 
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Advertising Like This, Backed With |Whatever Your Line, It’s a Good Idea 
“The Goods,” Ought to ~ Some, To Be Just a Bit Ahead of the Other 
From the Washington, Pa., Daily Re-| Fellow With New Goods. From the 
porter. Washington, Pa., Daily Reporter. 


























r 
Is Your Furnace A Taste of 
Working All Spring 

Right ? 

Does it need ‘repairing? Vegetables 
It smokes maybe? b ; 

If it does—or whatever California, New Orleans 
may be the matter with it— and the greenhouses are 
we can fix it. We make a now contributing earl 
specialty of the repairing of spring vegetables in abund- 
furnaces and you will save ance and_ variety. 
time, trouble and _ incon- We offer this week: 
venience if there should be Rhubarb, 7c. per bunch. 
anything wrong with yours New Beets, 7c. per bunch. 
by sending for us Cauliflower, 20c. and 25c. 

Call us up ei ig we'll be at per head. Spring Spinach, 
your house promptly, and 7c. per bunch. Lettuce, 25¢. 
in a very short time fix the per pound. Jumbo Celery, 
troublesome furnace. 1oc. per bunch, 

WILLARD BROTHERS, G. M. WARRICK’S SONS, 

35 W. Wheeling. Washington, Pa. 
Both ’Phones. 
Tinners and Roofers. One From a Series of Good Ones, and 
Washington, Pa, or as Good For Any Other Line. 
| . 
Birthday No, 1 

















A Good One for a Door Check. From The aa “Lackey’s 
the New Haven, Conn., Register. Pharmacy” has been up one 
to-day. ae = 
“6 ° ” indness of a whole lot o 
Just Tired Fort Worth people we have 
That’s what many women succeeded. We thank you 
say when the day is done, most heartily. We are go- 
but the doctor knows that ing to make a try for a 
half of that “tired feeling” Birthday No. 2 and some 
is plain irritation of the more success, We shall do 
nerves. our part in giving you a gen- 
Put a Blount Check on erously good drug store. 
the door and eliminate that Won’t you reciprocate by 
slamming, banging, nerve- giving us some of your pat- 
racking sound. It saves the ronage? 
door as well as mother’s LACKEY’S PHARMACY 
nerves and baby’s fingers. ‘ 
Opposite T. & P. Station, 
Price, $3 up. ‘ T 
Come in and talk it over. Fort Worth, Texas. 
THE ad meta —* That Suggestion as to Sleeping in a 
Ph : ms St te St Cold Room and Dressing in a Warm 
nag yg One is All Right. From the Lynn, 








Mass., Daily Evening Star. 

















A Prod of en Te Rag ao 
More and Better vertising han Lt i 
Generally Gets. From the Philadel- Oil Heaters 
phia ia Evening Bulletin, How many mornings dur- 
a ing the last cold snap have 
You can have your old as oe = jg Be 
Beaver, Felt or Soft Hats A great many people pre- 
Cleaned in a way that, will fer to sleep in a cold room 
surprise you; _ practically on account of the pure air, 
ssid hat at a trifling cost. which is perfectly proper; 
THOMAS Pal ES- as it also feels we 
ATE, ress in a warm room. One 
Original Sanitary Dyeing of our oil heaters _ will 
and Scouring Works. just fill the bill. They | 
Only at 510 and 512 So. are easily aan from ro 
13th St., to room, and they give quic 
Stine~tiee Pine St. por They are absolutely | 
aes Be [a 
(Promet Service Anywhere. HILL, W ELCH & CO., 
\ Philadelphia, Pa, Lynn, Mass. 
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: Agents Wanted. 
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TO BEARER FOR 
TWO DOLLARS, payaBLe 
BY A SUBSCRIPTION TO 


PRINTERS INK 
A JOURNAL FOR ADVERTISERS 


TO BE SENT FOR ONE YEAR 
TO THE NAME AND ADDRESS 
WRITTEN ON THE BACK 
OF THIS COUPON 




















PRINTERS’ INK wants 50,000 subscribers. There are fully 
that number of people interested in advertising to whom the 
Little Schoolmaster’s weekly lessons would be interesting and 
profitable and only 14,918 of these have their names on the sub- 
scription books, Canvassers are wanted to secure the subscrip- 
tions of the other 35,082 subscribers needed to bring the total 
up to the 50,000 aimed at, and opportunity will be offered for 
every canvasser to earn good wages. The subscription price is 
$2.00 a year or the paper will be sent to four subscribers who 
form a club, and send in the four names and addresses at one 
time with $5.00 to pay for the four subscriptions at the rate 
allowed to clubs of four or more. Or one subscriber may have 
his subscription paid for four years by remitting five dollars. 
All subscriptions must be paid in advance, but to approved 
canvassers coupons like the above will be sold at a rate that will 
allow a large profit on single subscriptions at the $2.00 rate and 
a moderate profit on subscriptions taken at the club rate. Almost 
any young man who is interested in advertising matters can 
obtain a few subscribers, and anyone who wishes to make a busi- 
ness of it can get hundreds of them. Address all correspond- 
ence to 


CHARLES J. ZINGG, Manager Printers’ Ink Publishing Co., 


No. 10 Spruce St., New York. 
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